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map shows the tremendous gulf which separates Omaha's 
i leading radio stations audience-wise. 
end: Solid line — KOWH share of audience. Broken 
— second station's share.* 

legend : KOWH quarter-hour averages run as high as 

;%, no lower than 30.5%. KOWH leads in 36 of 40 
time quarters. More sets were tuned to KOWH than to 

* Data from latest available Hooper "Quarter Hour Averages, 
8 a.m. to 6 p.m., Monday through Saturday 



the other stations combined in 18 periods. Latest Hooper: 
(Nov.-Dec.) KOWH, 46.5%, second station, 22.3%. 

This man-made gulf is created by the Mid-Continent for- 
mula: engaging personalities, spinning top tunes, talking 
good serse, handling the news to Omaha's taste. For a 
tour de force, see your travel agent — the H-R man, or talk 
to KOWH General Manager, Virgil Sharpe. 



HOW MANY MISS 
COMMERCIALS? 

page 4§ 




KOWH 



'Radio never wen! 
away"; Worth Kramer 
sites radio progress 



-CONTINENT BROADCASTING COMPANY 

President: Todd Storz 



OMAHA 



■ 

■ 



WHS» K&nsas C'tiy 
Re'presen.te>d by 
Xdhn Blgir & Co. 



WT.IX, New Qslcai 
Represented by 
A'd.am J". Young; JVs 



COWH. &moha 
R>epresen¥g§l b# 
H'i, Rep's. 
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for 
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New spot 
data due 



TV set count 
still under test 



Major agency 
executive shifts 

) i 

I 



ABC TV plans 
folk music show 



Day radio 
costs more 



"Iron Curtain" surrounding activities of big-tine spenders in spot 
radio (P&G, Colgate, Lever, Swift, General Foods, et al.)' may be 
lifted this year. Alliance has been formed by Jim Boerst ("Factuary") 
and Duke Rorabaugh ("Rorabaugh Report on Spot Tv") to publish spot 
radio quarterly report based on data gathered from cross-section of 
stat ions. Target date: March. Nielsen and Hooper research firms are 
considering addition of spot radio data ("logs" of spot activity and 
frequency, ratings) to local measurement services (story page 42). 



NARTB set circulation plan is still undergoing methodology test. 
Technique for tv coverage and set-count study is being checked by 
Politz in 2 cities with work in one city nearly complete. NARTB hopes 
to have methodology study wrapped up before April. Next step: 
"pilot" study of tv coverage, perhaps by mid-1955. Project will be 
turned over to NARTB-organized industry association following 
methodology and pilot studies. 



First of 1955 sees more than usual crop of agency executive changes. 
Earie Ludgin, William Weintraub, Milton Biow — all former presidents 
of agencies bearing their names — e ach became chairman of the board 
1 January. New lineup of presidents: At Ludgin, Vincent R. Bliss; 
at Weintraub, Elkin Kaufman; at Biow (now called Biow, Beirn, Toigo, 
Inc.), F. Kenneth Beirn. Following death of H. W. Newell, president 
of Lennen & Newell, board elected Adolph J. Toigo president. (Biow's 
John Toigo and L&N's Adolph Toigo are cousins.) 



Country and folk music, long popular on radio networks (shows still 
on include CBS* Saturday Night Countr y Style, NBC's Grand Ole Opr y 
and Dude Ranch , ABC's Ozark Jamboree ) , will get full-hour television 
treatment late this month. ABC TV's Robert M. Kinter has signed 
with Ralph D. Foster, president of RadiOzark, for tv version of 
Ozark Jamb o ree. Pact, reportedly for 5-year period, includes stars 
Red Foley, Jean Shepard, Oklahoma Wranglers. If AT&T can clear 
lines for ABC TV in time, program will debut from Springfield, Mo., 
on 22 Jan., 9:00-10:00 p.m. EST. It replaces Saturday Night Fights, 
dropped by Bayuk cigars. 



Trend to revised pricing in spot radio continues. Avery-Knodel rep 
firm and KXYZ, Houston, have launched pilot operation which will be 
watched closely by other Avery-Knodel outlets in tv areas. New ap- 
proach, called "Realistic Pricing M ethod," calls for peak spot rates 
to fall between 6:30 a.m. and noon, and between 5:00 and 7:00 p.m. 
Old rate formula has been tossed away; new formula is tied to Pulse 
share-of -audience figures throughout day and not to "total homes 
using radio . " 



srOXSOK, Volume 9, No. 1, 10 January 1055. Published biweekly hy SPONSOR Publications. Trie. Executive. Editorial. ArkcrtUinK. Citculation Oillccs. 40 B, Mil) si Ne« 
York 17. rrinted at 3110 Elm Ave., Baltimore. Md. $S a year In U.S. $9 elsewhere. Entered as second class matter 29 Jan. 1919 al Baltimore postofrice under Act of 3 Mar. 1879 



ECI rOU l TO SI'OXSOItS for 10 Jaiuiiiry 1055 



DTN to invest 
in programing 



Knipe heads 
Hooper firm 



RAB to step up 
spot activity 



Tv homes like 
radio news 



More radios 
on farms 



Heavy toll of 
key figures 



Ford's out front 
says Ford II 



Recent DTN changes seek to get at heart of net's problem: Failure to 
clear enough stations. Ted Bergmann, managing director told SPONSOR 
cutback in use of cable will free money for development of new pro- 
grams, better production. Teletranscript ions to be used increasingly 
in lieu of cable are simply Du Mont's existing form of kinescoping. 
Present DTN bill for use of cable is $3 million annually. Network 
may be able to save half via Teletranscriptions. 

-SR- 

Following plans of late C. E. Hooper, research firm will be headed 
by James L. Knipe, execut ive , v. p . Knipe is former sales manager and 
director of Ball Brothers (Mason jars), holds Yale PhD. in economics, 
was hired by "Hoop" over year ago. Other executives in new lineup: 
W. Bruce McEwen, v. p. in charge agency relations; Dorothy Behrens , 
v.p. in charge research; Frank Stisser, in charge station relations. 
Fred H. Kenkel, recently at Nielsen, has rejoined Hooper firm. All 
present services will continue, Hooper firm has told agencies. Firm 
is also discussing re-entering national tv ratings , with emphasis on 
fast service. 

-SR- 

Look for announcement soon of intensified spot radio efforts by RAB. 
By late spring or early summer Crusade for Spot Radio activities will 
probably be absorbed by RAB. Among them: meetings bringing together 
agency executives and rep salesmen who call on them. Crusade was set 
up 2 years ago to sell spot radio on industrywide basis. 

-SR- 

More than third of New York tv homes use radio and tv at same time 
indiff e rent locations, Advertest study shows. Most of this occurs 
after 5:00 p.m. Over 90% of tv home listeners consider radio im- 
portant source of news; over 87% feel it's key source of music. 

-SR- 

Farm-area radio growth today continues in direction of multi-set 
homes, auto radios annual survey of Iowa radio-tv audience by Dr. 
Forest Whan reveals. Radio home saturation has remained similar over 
past decade but number of homes with 2 or more radios has gone from 
37 .6% t o over 50%. Since 1949, percentage of all families owning 
radio-equipped auto has gone from 42% to more than 63%. Study is 17th 
consecutive survey for station WHO, Des Moines. 

-SR- 

Closing weeks of 1954 took great e r toll of key industry figures than 
perhaps any other period. Included in loss to industry were: Horace 
Lohnes (see editorial page 112) : Lincoln B. Simonds, West Coast 
manager Weed & Co. ; H. W. Newell; C E. Hooper; L. B. Wilson. 

-SR- 

Ford and Chevrolet, both with dramatic shows on tv, news shows on 
radio, also both claim top spot in 1954 sales. Autom ot ive New s listed 
Chewy about 10,000 units ahead of Ford as of 20 November — but Henry 
Ford II in New Year's Day telegram to dealers said "complete" sales 
data, available only to 1 November, gave Ford the lead. When intro- 
ducing new models Ford bought 1 , 800-station campaign, aired 100,000 
announcements for more than §500,000. (For diary of Ford's "This Ole 
House" jingle, see page 40.) 
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covering 8 2% of the state plus a big bonus 
in New York 




with audiences 

according to pulse 



with advertisers 



and 8 out of 10 are retail 



with business 



P 



which has been firm for the last 5 years 
and is now better than ever 




the answers 



to a New Jersey sales problem call your 
waat man ... he knows this market 



waat 

970 on your dial 



1020 Broad Street, Newark 1, N.J. Mitchell 2-6400 

575 Madison Avenue, New York 22, N. Y. PLaza 5-1331 
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ARTICLES 



DEPARTMENTS 



10 top vadio-tv questions for IW.>.7 

What are the leading questions that sponsor and agency executives are asking 
as they look to the New Year? In the first of a two-part article, SPONSOR 
examines tv station rates, tv costs, film outlook, radio commercial impact 



If tarn "f Ford's "This (He House" j inr/f<> 

Here's the story of the jingle used in the biggest radio saturation campaign of 
1954 in which Ford launched its new models last fall with more than 100,000 
announcements on over 1,800 stations 



Spot radio spend intfi iciff the "Iron Curtain" lift? 

Report on the new plans and proposals of research and rating firms to provide 
dollar figures, ratings of spot radio commercials and qualitative analyses to 
advertisers and agencies 



Sunbeam : from zero to S'.i million on tv in 2 years 

Virtually unknown among air advertisers a few years ago, the Sunbeam Corp. 
now spends some 50 f f of its $6,000,000 budget on tv. Its video ventures range 
from daytime-magazine shows to lavish spectaculars 



What is the audience to i/om* tv commercials? 

What percentage of the viewers of a tv program can recognize one or more 
commercials from that show? A Starch survey for NBC TV shows shows that 9 
of 10 viewers recognize at least one commercial, two-thirds at least two 



"Hadio never went atvau" 

WJR, Detroit's, Worth Kramer feels radio has progressed despite these three 
destructive forces: (I) ratings; (2) merchandising; (3) bad business practices 



Now vail to Sowed tlistvihtttion iov cement I'oatintf 

When retailers didn't want to stock Cement Dus-Top, a coating to dust-proof 
basement cement floors, maker McMillan Products Co. decided to sell the con- 
sumer direct via a radio d.j. show, | n 3 months, number of dealers rose 400% 



COMING 



fO top rod 'nt questions iov pavi II 

SPONSOR will look into what the coming year may hold for tv spectaculars, tv 
st.ition clearances, use of cut-ins on network tv, changes in radio networks 



\re tv voninievcials qettinq tvovd-lazq? 

fJBDO rodo-tv v. p. Art Bellaire feels Iv copy is becoming cliche-loaded, gives 
hi. -.uggr-itions on how to soek the fresh word 
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don t U PICK BUND" 

IN SHREVEPORT! 




look at KWICHs HOOPERS! 



J AN. -FEB., 1954 — SHARE OF AUDIENCE 



KWKH is the favorite station in portions 
of three states — yet we're the top-heavy 
local choice, too! Check our Hoopers 
for Metropolitan Shreveport against those 
of the four other stations (and all three 
other networks). 



TIME 


KWKH 


STAl ON B 


STATION C 


STATION D 


STATION E 


WON mru ■ 
8 00 A.M. ■ 17 00 Noon 


38.1 


i 9.5 


6.2 


16.0 


19.5 


MON thru FRI. 
12:00 Noon 6:00 P.M. 


44.3 


21.2 


9.2 


6.1 


19.4 


Sllh thru SAT rvE. 

6:00 p m io :o P M. 


54.6 




11.2 


8.S 


24.0 



look at KWKH'S SAMS AREA! 



KWKH is tuned in by 22.3% more homes, daytime, than all 
other Shreveport stations combined! In listeners- per-dollar, 
KWKH tops the next-best Shreveport station 89.4%! 



KWKH 

A Shreveport Times Station 
I TEXAS 



SHREVEPORT, LOUISIANA 



TEXAS 



50,000 Watts • CBS Radio 



The Branham Ca. 
Representatives 



Henry Clay 
General Manager 



Fred Walkins 
Commercial Manager 




ARKANSAS 



i 





WENATCHEE WASH. 
WORLD'S APPLE CAPITOL 



This Apple 
is a 

plum . . . 

A Plum 

that time buyers should readi- 
ly pluck when they are con- 
sidering national ar regional 
coverage. 

286 Million Dollar Market 



Sales Performance 

160% higher in propor- 
tion to papulation than 
national average. 

Serving Fastest Crowing 
Farm Area 

The Columbia Basin . . . 
nearly 500 new farms 
a year! 

Per Capita Income 

16% above national 
average. 



5000 WATTS 
560 K. C. 

WENATCHEE 
WASHINGTON 




Starting 
Our 26th 

Year 



REGIONAL REPRESENTATIVES 
Moore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

For/ae and Co., Incorporated 




by Bob Foreman 

Television is u woman's world 

'Ibis essay should lie of intense interest as well as of grave 
import lo those in advertising — especially in television adver- 
tising. The subjci | is women. 

I dwell on this favorite topic heeaiise to buttress my own 
observation, I have at last obtained some impersonal evi- 
dence exploding the ancient Teutonic myth that the Man of 
ibe House is lord and master of all lie surveys with his off- 
spring clustered about his feet and cowering by his side the 
little woman to whom he continually barks orders, recom- 
mends provender and selects the correct mode and method of 
pursuing life. 

The above concept, unmitigated bnsbwa to those of us in 
the know, is given the lie to nicely in the following data re- 
leased by the Institute of Life Insurance which knows more 
about people than anyone except perhaps the credit manager 
of your friendly jeweler. 

The publication which considered this news sufficiently fit 
lo print was the masculine New York Times and I doff my hat 
to them for their courage and honesty in spreading the true 
gospel. I quote: HEADLINE, Women Take Hold of Home 
Finances; Sl T BHEAI), Study Shows More Wives Than Hus- 
bands Write Checks. 

"A traditional male attitude lhat women 'must he protected 
from complicated business matters' is nearly out-moded, ac- 
cording lo findings in a recent study by the Institute of Life 
Insurance. 

"In a report of a survey of 50 banks throughout the coun- 
try the institute says that more women than men. particularly 
in voung families, write the family checks. 

Women . . . generally accompanied their husbands when 
tbev went to the bank to discuss loans and very often the wives 
were better informed . . ." 

The bearing that this has on advertising first and television 
second is worthy of a sentence or two though perhaps such is 
superfluous. It is simple, indeed, to understand that the same 
sex which lias branched out into and taken such a firm hold on 
the more abstruse financial matters is of course the dominant 
force when it comes lo such minor decisions as the selection of 
a brand of beer for the refrigerator, the cigarette for the liv- 
ing room cigarette boxes and the drcaiu-boat in the family 
parage. And anyone who doubts this is either a spinster or 
Mel lev ne bait. 

(f 'lease turn to page 06) 
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..things are 



KBTV 



^^C^t in denver 




KBTV 



2 to 6 p. m, 44 
6 to 11:30 p.m. 35 



TOTAL 

*Total 
Exclusive 
1st Place 
Quarter 
Hours 



79 



Up/ 



BEAMING BETTER PROGRAMS from 

ATOP LOOKOUT MOUNTAIN 



Monday thru Friday KBTV is FIRST with the FINEST! 
First place quarter hour figures are based on leadership 
by 1 full point or more in the Nov. 1954 ARB. 

THERE'S A GOLD MINE 
ON CHANNEL 9 



X 



STATION B 

% to 6 p.m. 12 
6 to 1 1:30 p.m. 37 

TOTAL 49' 



28 




Strike pay dirt... every time... on 
NINE! Hot just gold, not just uran- 
ium in mile -hi Denver... NINE de- 
livers the audience! Double, triple 
your client's impressions per com- 
mercial. Top notch availabilities for 
'Fifty-Fivers. ..Come and claim 'em! 



STATION C 

2 to 6 p.m. 2 
6 to 1 1:30 p.m. 26 



STATION D 

2 to 6 p.m. 1 
6 to 1 1:30 p.m... 5 



TOTAL 



JOE HEROLD, Manager 

ITUDIOS AND OFFICES: 1089 



Contact y©t#r nearest Free & Peters Represent&five 
BANNOCK STREET, DENVER, COLORADO 



Sale is 



'Furniture store kicks aff bicf-^ 
sale with newspaper-tv combi- 
nation, Gaad results but quick 
fade. Draps newspaper-tv — picks 
up radia saturation schedule. 
Sale bounces back and shaws 
steady rise ta tap newspaper-tA 
kickaff ^figures ]Z% t 



Retail shae outlet buys 21 spat] 
far ane week — grassed rnare^ 
in that one week than in 
previous month Pickup in quali 
trade especially nated.* 



-2a 



40 year aid furniture stare buys 
first radio in 21 years, taking 
16% af newspaper budget 
far purpose. End af first month 

showed 15.1% increase aver 
^jame month last year. Third manth 
showed 28.3% increase aver 
corresponding month year 
ago — largest month in 39 yeajs 



Furnil ure store with a madest 
schedule of ane minute radia 
announcements credits radia with 
a 50% increase in business. 5 



Appliance stare ordered 1 5- 
minute live talent shaw five 
days a week. First six weeks 
on air sales increased fram 
$15,000 to $27,000. Store 
expansion to twa new locations 
attributable in large part by 
owner to results of this single 
radio program.' 



Appliance distributor buys 
medium saturation announce- 
ment schedule beamed ta 
housewives. Dealers report 
tremendous sales results. Advise 
beamed technique directly 
responsible. 



* Full Details Available 
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SPONSOR 



(No Matter Who Pays the Bill) 



AND IN TULSA... 

Local sales are good . . . very good indeed! 
AND . . , 

Standouts in local sales are those being made by Tulsa radio 
stations to Tulsa merchants! 

Interesting, isn't it! Local radio advertising in Tulsa is very 
good indeed. 

Local station salesmen are experiencing their highest monthly 
gross in years! 

WHY? 

Because, in Tulsa, radio advertising is producing consistent, 
profitable results. Local merchants who can watch advertising 
results closely, day by day, watch advertising costs . . , they 
know AT ONCE what advertising pays off. 

They know RADIO advertising pays off. Their cash registers 
prove it! 

Want to know more? Want some success stories? Want to know 
how YOU can use radio advertising in Tulsa for YOL?R clients? 
Contact any one of the Associated Tulsa Broadcasters, either 
direct or through their representatives. 

Remember . . . EVERY sale is a LOCAL sale . . . no matter who 
pays the bill! So, take a tip from the men on the PAY OFF LINE 
. . . the LOCAL buyers of advertising . . . They're using Radio 
advertising in Tulsa. 

How about YOU? 



ru 



L • KAKC • KFMJ • KOME • KRMG 
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There's only one 



...Niagara Falls, the great falls of the 
Niagara River, divided into Horseshoe Falls 
on the Canadian side, 158 feet high, and 
American Falls, 16? feet high. Over Xiagara 
Falls, 1,400 feet wide, flows some 212,211 
cubic feet of water per second, and because 
four of the Great Lakes serve as its reser- 
voir, Xiagara lias the steadiest flow of all 
great, waterfalls. 





And there's only one 



...advertising medium that single- 
handed covers the Industrial Heart 
of America. Only WWVA Radio in 
Wheeling, W Va., reaches all the 
100-odd counties of Eastern Ohio, 
Western Pennsylvania and West 
Virginia that comprise this Five 
Billion Dollar market .. .WWVA 
blankets this entire area 24 hours a 
day with its dominating 50,000 watt 
signal, delivering the sales impact 
of high-rated CBS Network shows, 
coupled with the homespun appeal 



of WWVA's own local personalities. 
With WWVA Radio, you not only 
reach this market of more than a 
million and a half radio homes, but 
you sell it completely with 

• One Medium 

• One Cost 

• One Billing 





WWVA 

Wheeling, W Va. • 50,000 watts-CBS Radio 



National Sales Director-Tom Harker, 118 E. 57th St., N.Y.C., EL 5-7G90 



New and renew 



1 o 



1. New on Radio 

SPONSOR 

Amer Fed of Labor Wash DC 

Bankers Life & Casualty Co, Chi 

Brown & Williamson (Kool), Louis- 
ville. Ky 
Calgon, Inc, Pittsburgh 

Consolidated Cosmetics, Chi 
Esso Standard Oil Co. NY 

Kraft Foods, Chi 



Mutual Benefit Health & Accident 

Assoc, Omaha 
Lewis-Howe Co (Turns), St Louis 

Olson Rug Co, Chi 

Packard div of Studebaker-Packard 

Corp, Detr 
Philip Morris, NY 

Rexall Drug Co, LA 

Star-Kist Foods, Inc, Terminal Island, 
Cal 

Vitamin Corp of Amer, Newark, NJ 
Vitamin Corp of Amer, Newark, NJ 



Networks 

AGENCY 

Furman, Feiner & Co, NY 

Grant, Schwenck & Baker, 
Chi 

Ted Bates, NY 

Ketchum, MacLeod & 

Grove, Pittsb 
Frank Duggan, Chi 
Marschalk & Pratt, NY 

NL&B, Chi 

Bozcll & Jacobs, Omaha 

& NY 
R&R, St Louis 

Presba, Fellers, Presba, Chi 

R&R, NY 

Biow, NY 

BBDO, LA 

Rhoades & Davis, SF 

BBDO, NY 
BB30, NY 



STATIONS 

ABC 164 

MBS 400 

NBC full net 

NBC full net 

CBS 206 
MBS 

MBS 570 



CBS 


206 




CBS 


206 




MBS 


400 




ABC 


350 




CBS 


206 




NBC 


full 


net 


NBC 


full 


net 


NBC 
' BC 


full 
full 


net 
net 



PROGRAM, time, start, duration 

Edward P. Morgan News; M-F 10-10:15 pm; 3 
Jan; 52 wks 

Cabriel Hcatter News; alt T 7:30-45 pm; 4 Jan; 
52 wks 

Kenneth Banghart News; W, Th 8.30-35 pm; 6 

Jan ; 55 season 
Mary Margaret McBride; Sat 10-10:05 am; 5 Feb; 

55 season 

Bing Crosby Show; M 9:15-30 pm; 3 |an: 52 wks 
Esso News Reporter; M-F 9-9:05 pm; 27 Dec; 52 
wks 

Kraft Five-Star Newscast; M-F 10:30--35 am; 

1 1:25-30 am; 12:15-20 pm; 2:25-30 pm; 5.55- 

6 pm; 3 Jan; 52 wks 
Arthur Godfrey Time; alt M, alt Th, every 4th F 

10-10:15 am; 13 |an; 26 wks 
Arthur Godfrey Time; alt T, alt W, every 4th F 

10-10:15 am; 28 Dec; 52 wks 
Cabriel Hcatter News; Th 7:30-7:45 pm; 6 Jan; 

4 wks 

Your Packard Reporter; M, W, Th, F 8:25; 9:25; 

10:25 pm; 17 Jan; 2 wks 
Tennessee Ernie Show; W, Th, F 7:25-30 pm; 5 

|an; 52 wks 

Creat Cilo'ersleeve; T, W 10:15-30 pm; 15, 16 
Feb only 

Mary Margaret McBride; W 10-10:05 am; 5 Jan; 
55 season 

Ben Grauer News; T 3-3:05 pm; 1 Feb only 
Five Minute News; Th 9-9:05 pm; 20 Jan only 



2. Renewed on 

SPONSOR 



Radio Networks 



Anheuser-Busch, St Louis 
Bristol-Myers, NY 

Cities Service Co. NY 

Oodss div of Chrysler, Detr 

Ford div of Ford Motors, Dearborn, 
Mich 

Ccrteial Foods, NY 

Hill Bros, Kans City, Mo 

Lever Bros, NY 

Liggett & Myers (Chesterfield), NY 

Thomas J. Lipton, Hoboken, NJ 

P. Lorillard. NY 

P. Lorillard, NY 

Philco Corp, Phila 

Philip Morris, NY 

Procter & Gamble, Cinci 

Procter & Cambk. Cinci 

Procter & Gamble, Cinci 

Procter & Gamble, Cinci 

Procter b Gambit Cinci 

Procter & Gambk, Cinci 

Procter tt Gamble, Cinci 

R. J. Reynolds (Camels), Winston- 

Saiem, NC 
Sterling Drug, NY 
Sterling Drug, NY 

Wm. Wrigley Co, Chi 

Wm. Wrigley Co, Chi 



AGENCY 



D'Arcy, St Louis 
DCSS, NY 

Ellington & Co, NY 

Grant, Detr 

JWT, Chi 

Y&R, NY 

FC&B, Chi 

FC&B, NY 
C&W, NY 

Y&R, NY 

L&N, NY 

L&N. NY 

Hutchins Adv, Phila 

Biow, NY 
Y&R, NY 
Compton, NY 
DFS, Chi 
B&B, NY 
Compton, NY 
B&B, NY 
Compton, NY 

W. Esty, NY 

DFSS, NY 
DFSS, NY 

A. Meyerhoff, Chi 

R&R, Chi 



STATIONS 



ABC 350 
CBS 206 

NBC full net 

NBC full net 

CBS 485 

CBS 119 

CBS 206 

CBS 195 
CBS 206 

CBS 163 

MBS 570 

CBS 206 

ABC 350 

CBS 205 

CBS 173 

CBS 132 

CBS 170 

CBS 163 

CBS 143 

CBS 103 

CBS 160 

MBS 570 

NBC full net 
NBC full net 

CBS 194 

CBS 196 



PROGRAM, time, start, duration 



SDorts Today; M-F 6:30-45 pm; 14 Dec; 52 wks 
This is Nora Drake; T, Th, alt F, 2:30-45 pm; 4 
|an; 52 wks 

Cities Service Band of America; M 9:30-10 pm; 

17 Jan; 55 season 
Roy Rogers Show; Th 8-8:30 pm; 27 |an; 55 

season 

Edward R. Murrow with the News; M, W, F, 

7:45-8 pm; 27 Dec; 52 wks 
Sunday Morning Gathering; Sun 8:30-55 am; 2 

Jan; 52 wks 
Hallmark Hall of Fame; Sun 6:30-7 pm; 2 Jan: 

52 wks 

Aunt Jenny; M-F 12:15-30 pm; 13 Dec; 52 wks 
Perry Como Show; M, W, F, 9-9:15 pm; 3 |an; 
52 wks 

Arthur Godfrey's Talent Scouts; M 8:30-9 pm; 3 

Jan; 52 wks 
Queen for a Day; M-F 11:30-12 noon; 3 Jan; 52 

wks 

Two for the Money; Sat 9-9:30 pm; 31 Dec; 52 

Breast Club; M, W, F 9:45-10 am; 27 Dec: 
52 wks 

My Little Margie; Sun 8:30-9 pm; 2 Jan; 52 wk< 
Brighter Day; M-F 2:45-3 pm; 27 Dec; 52 wks 
Guiding Light; M-F 1:45-2 pm; 27 Dec: 52 wk< 
Ma Perkins; M-F 1:15-30 pm; 27 Dec; 52 wks 
Perry Mason; M-F 2:15-30 pm: 27 Dec; 52 wks 
Road of Life; M-F 1-1:15 pm; 27 Dec; 52 wks 
Rosemary; M-F 11:45-12 noon; 27 Dec; 52 wks 
Young Dr. Malone; M-F 1 :30-45 pm; 27 Dec; 52 
wks 

Multi-Message Plan; M-F; 1 Jan; 52 wks 

Stella Dallas; M-F 4-4:15 pm: 3 Jan; 55 season 
Young Widder Brown; M-F 4:15-30 pm; 3 Jan; 55 
season 

FBI in Peace and War; W 8-8:25 pm; 5 Jan; St 
wks 

Gene Autry Show; Sun 6-6:30 pm; 19 Dec; 52 wk: 



3. Broadcast Industry Executives 



NAME 



Harry Abbott 
Robert N. Adams 
Sherman Adlcr 
Leslie Bicbl 
lacques Biraben 
Walter Brown 



FORMER AFFILIATION 



KTVQ, Okla City, mgr 
WRC-TV, Wash D C 
WMCT-TV, Memphis 
W1SN, Milw, prog mgr 
WINS, NY, nat'l sis mgr 
BAB, NY, local prom stf 



NEW AFFILIATION 



KCEN-fV, Temple, Texas, mgr 
WTOF-TV, Wash DC, prom dir 
NBC Film Div. NY, sis stf 
WHK, Clcve, opers mgr 
Same, dir of sis 
Same, acct exec 



hi next issue: IS'ew and Renewed on Telerision (Network ) ; Advertising Agency Personnel Changes : 
Sponsor Personnel Changes ; Station Changes (rc/is. network affiliation, power increases) 



10 JANUARY 1955 



10 JANUARY 1955 



\>»ii and renew 



3. Broadcast Industry Executives (continued) 



Lee 

LeBlang 13) 




Norman 
Cash (3) 




David 

Savage (3) 




Cody 

Pfanstiehl (3) 




Cordon Wil- 
liamson (31 



Hal A. 
ZokI (3) 




NAME 

Richard Buch 
John Buning 
Norman Cash 
William Cathey 
Ernesto Cervera 
Ben Conway 
Tay Day 
Robert Douglas 
Roy Drushall 
Howard Eaton 
William Fairbanks 
John Foley 
Mcrl Calusha 
lack Cilbert 
John C. Cilmore 
Norman Cinsburg 
Ralph Claicr 
lay Crill 
Idella Crindlay 
Richard Curley 
Charles E. Haddix 
Edward Hall 
Bill Harms Jr 
Richard Hartnett 
Willard Hasbrook 
Rollin Hawkes 
Erik Hazelhoff 
Richard Hellyer 
Charles Herbert 
John Lec Herbert 
Samuel Hill Jr 
Edward Hitz 
Wallace Hutchinson 
Ceorgc Hurst 
Allan Hughes 
Peter lames 
Fred Kiefer 
Malcolm Kipp 
John Klatt 
James Knox 
Lee LcBlang 

Herman Liveright 
Roland MeClure 
Thomas McFadden 
Jim McCovern 
John McCuire 
Robert MeKendrick 
Carroll McKenna 
Frank McLatchy 
Lawrence Menkin 
Ole Morby 
Caleb Paine 
Ellie Palmieri 
Benton Paschall 
Cody Pfanstiehl 
John Porter 
Miller Robertson 
Richard Roger 
William Rosensohn 
Dick Rutter 
Jack Satterfield 
David Savage 
Richard Schutte 
Newell Schwin 
Hamilton Shea 
Richard Simon 
Robert Smith 
Frank Soden 
Richard Soule 
Bob Stern 
Thomas Swafford 
Edwin Vane 
Floyd Weidman 
Raymond Welpott 
Cordon Williamson 
Robert S. Wilson 
Jack Woolley 
Hal Zogg 



FORMER AFFILIATION 



NEW AFFILIATION 



CBS-TV Film Sales, NY, aect exec 
MBS, NY, stn rels mgr in Southeast 
ABC Radio, NY, Eastern sis mgr 

Olympia Brewing Co, Olympia, Wash, mdsg 0 adv mgr 
KALI, Pasadena, Cal, prog dir 
Crosley Bdcst, NY, acct exec 
CBS TV Spot Sales, NY, res mgr 

WKNX, AM, TV, Saginaw, Mich, tv sis prom mgr 
KWKW, Pasadena, sis stf 
KTVW, Seattle, local sis stf 
ABC Radio, NY, aeet exec 
WEWS, Cleve, sis stf 

WRCB-TV, Schenectady, NY, supvr of prodn 

KHOL-TV, Holdrcge, Neb, asst mgr 

WCH, Norfolk, Va, dir of sis prom 

DuMont Net, NY, adv & prom mgr 

KNX-CPRN, LA, acct exec 

KCO, SF, sis stf 

WABC-TV. NY, stn opcrs mgr 

WTAO, AM, TV, Cambridge, Mass, sis mgr 

KLX, Oakland, Cal, SF sis mgr 

CBS Radio NY, acting bus mgr of sis dept 

Ed Petry, Chi, tv aeet exec 

Eastern Airlines, Bost 

KFXM, San Bernardino, mgr 

Remington Rand Business Mach, Seattle, sis stf 

NBC, NY, editorial writer for Today 

Vogue-Wright Studios, Chi, adviser tv commls 

Ward Whcclock Adv, Hywd, prodr-dir, acct exec 

MeCall's, NY 

KNXT, Hywd, aeet exec 

NBC, Chi, mgr of Tv net sis, central div 

|ohn Poole Bdest Co, LA, prom & gen sis mgr 

CBS Radio Spot Sis, LA. mgr 

CBS, NY, mgr of presentations 

Weed Tv, NY, mgr & dir 

NBC, Pa & NJ dist supvr, mdsg dept 

MCA-TV, NY, sis dept 

MeCann-Erickson, Chi, media dir 

U.S. Marines 

WCBS-TV, NY, asst adv & sis prom dir 

WDSU-TV, New O'leans, tv prodn mgr 

KNX, LA, sis rco 

NBC Spot Sis, NY, mgr 

KCTV. Des Moines, news & spec events dir 

KOA-TV, Denver, acct exec 

WLOK-TV, Lima, Ohio 

BAB, NY, nat'l prom stf 

KSL, Salt Lake City, sis mgr 

WOR-TV, NY, prog dir 

CBS, Hywd, Western div mgr, stn rels 

Cen Electric Bdest Stns, Schenectady, NY, dir of pub scrv 

Community Chest, Cleve, publicity hd 

WNOE, New Orleans, vp & gen mgr 

WTOP-TV, Wash DC, prom dir 

NBC, NY, mgr of nat'l sis prom 

KEPO, El Paso, Texas, owner 

United World Films, NY, sis stf 

Box Office Tv, NY, exec vp 

Television Aee, NY. mng ed 

WSAZ, Huntington, W Va 

NBC, NY, dir of film procurement 

KINC, Seattle, local sis aect exec 

CBS Central Div, Chi, exec asst 

WRCA, AM, FM, TV, NY, gen mgr 

WOR-TV, NY, stf dir 

vVINS, NY prog mgr 

WRNL, Richmond, sis stf 

NBC, NY, tv net sis rep 

lay Lurye Assoc, Duluth, Minn, pub dir 

KNX, LA, Eastern sis rep 

NBC, TV, coord tv net sis prom 

WEWS, Cleve, sis mgr 

WRCT-WCY, Schenectady, NY, stn opers mgr 

WISE-TV, Ashcville, NC, mgr 

Katz Agency, NY 

Searle & Parks. LA, sen mgr 

KOTA, Rapid City, SD, aeet exec 



4. New Agency Appointments 



SPONSOR 

American Tuck Co, NY 

Alias Van-Lines 

Campana Sis Co, Batavia, III 

Colden Mfg, Newark. NJ 

Roman Meal Co, Tacoma, Wash 

WOND, Pleasanlvilk & Atlantic City, NJ 



PRODUCT (or service) 



Tape 

Storage & Moving Service 
Ayds 

Fomed-Hair, Laee-O-Matic 
Pie crust & muffin mix 
Radio Station 



Ceneral Telcradio, Atlanta, Ca, acct exec 

WSUN, St Petersburg, sis mgr 

TvB. NY, dir of stn rels 

KOMO-TV, Seattle, mdsg & sis serv rep 

Same, comml mgr 

Quality Radio Croup, NY, acct exec 

Quality Radio Croup, NY, dir of sis dev 

WTVH-TV, Peoria, acct exec 

KABC, Hywci, sis stf 

Same, nat'l sis rep 

Same, nat'l sis mgr 

Same, local sis mgr 

WCY-WCFM, Schenectady, NY, mgr 

Same, stn & opcrs mgr 

WVDA-Diehm Radio Croup, Bost, dir of sis prom 

Studio Films, NY, dir of adv & sis prom 

Same, Eastern sis rep 

KFSD-TV, San Diego, sis mgr 

Quality Radio Group, NY, prog coord 

WEEI, Bost, sis stf 

Tracy Moore Radio Rep, SF, mgr 

Vitapix, NY, vp & gen mgr 

Avcry-Knodcl, Chi, tv aect exec 

WEEI, Bost, sis exec 

KFSD, San Diego, mgr 

KOMO, Seattle, nat'l sis scrv rep 

Same, Telesales dept mgr 

WLS, Chi, mgr of sis prom 

KOOL-TV, Phoenix, prog sis coord 

C. Hollingbcry, NY, radio sis stf 

CBS Tv Spot Sis, SF, acct exec 

Same, vp in chg of net sis, central div 

KNX, LA, sis rep 

KMOX, St Louis, nat'l sis mgr 

CBS Radio Spot Sis. Chi, mgr sis dev 

WJAR-TV, Providence, mgr 

Same, NY, asst mgr mdsg dept 

ABC Film Syndication, NY, sis stf 

SRDS, Evanston, III, rate scrv media rels dir 

ABC, Chi, tv prodn coord. Central div 

Investment & Insurance Counselor. NY, est«t« 

counseling 
Same, prog dir 
KNX-CPRN, LA, acct exec 
Same, vp in chg of Spot Sis 
KEYD-TV, Mpls, prom mgr 
John MeCuirc Stn Rep, Denver, owner & m|r 
WWJ-TV, Detr, asst prog & prodn mgr 
Same, nat'l prom dir 
Same, mgr of sis dev 
Cuild Films, NY, prog dir 
Same, mgr of stn rels 
Same, stn serv section mgr 
WDOK, Cleve, sis rep 
KMOD, Modesto, Cal, LA sis mgr 
WTOP Inc. Wash DC, pub rcl dir 
Same, mgr of adv & prom dept 
WTCN, Mpls, asst gen mgr 
Sterling Tv, NY, sis stf 
Same, pres 

Market Relations Net, NY, asst dir of pub 

WLW-D, Dayton, sis dept 

Cuild Films, NY, dir of stn rels 

CBS Radio Spot Sis, SF, acct exec 

CBS Radio Spot Sis, NY, mgr of sis dev 

Same, vp 

Allied Tv Prodn, NY, prodr-dir 

Same, admin asst to gen mgr 

Same, gen sis mgr 

Same, tv net stn sis rep 

WMIN-TV, Mpls-St Paul, prom mgr 

CBS Radio Spot Sis, NY, aect exec 

Same, mgr of nat'l sis prom 

Same, gen exec 

WRCB, Schenectady, NY, mgr 

WFMY-TV, Creensboro. NC, opcrs mgr 

KCUL-TV, Calvcston, Texas, gen sis mgr 

CBS Radio Spot Sis, LA, mgr 

KUTV, Salt Lake City, acct exec 



AGENCY 



Grey Adv, NY 

Cray & Rogers. Phila 

Frwin, W a sey & Co, Chi 

Wexton Co, NY 

Roy S. Durstine, NY 

London Adv, Newark 



5. New Firms, New Offices, Changes of Address 



American Adv Bureau; new Okla City ad agency; David Mill 

head & aeet exec 
Ted Ashley Assoc becomes Ashley-Steiner Corp; new & Ig 

offices at 449 S. Beverly Dr Hywd 
BollinK Co, r-tv reps move to 247 Park Ave: PL 9-8150 
Filmack Studios open NY office at 630 9th Ave 
r o r & Fioie. new ad agency. 128 Millory. Jersey City. NJ 
Hi shon C.n field new offices at 420 Boylston St. Boston 



MeCann-Erickson, NY, merges with Marsehalk & Pratt. NY; 

effect 1 Jan; remain at 535 5th Ave 
John L. McCuue, new r-tv rep; Denver 
Procter Tv Enterprises open West coast office 
Victory Tv Enterprises, Inc; new firm; 5 E. Preston St, Bait 
Wexton Co. new & Ig offices; 11 E, 47th St, NY; Mu 8-4050 
WOL & WOL KM; new offices & studios at 2000 P St, NW, 

Wash, DC 
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SPONSOR 




E P ET I T I O 
GETS 

ESULTS! 



and IFCOP's cost per thousand permits 
the highest frequency of 
impression in Greater Boston. 




Persistency pays. And smart advertisers know that it takes fre- 
quency of impression to open a market's pocketbooks. 

In the compact Greater Boston market, IFCOP's one-minute satura- 
tion plan provides the incredibly loiv cost per thousand of just 
19$. Thus in America's second most concentrated market, WCOP 
provides more frequency of impression and MORE RESULTS per 
dollar than any other Boston station. 

Ask your station or WEED representative for the fact-revealing story 
"HOW TO SELL THE CREAM MARKET OF NEW ENGLAND." 



Sets per dollar delivered in Greater 
Boston by Boston stations, on minute 
package basis: 

WCOP 5,262 

Station B 3,335 

Station C 2,176 

Station D 1,867 

Station E 1,785 

Station F 1,470 




BOSTON 



5,000 watts on 1150 




GOOD.. . advertising 

always pays in the 

f A-' /, : /| 1:1 \\\ V. 



1 



RICH, GROWING 
NORTH CAROLINA 
MARKET 



BETTER . . . coverage 

than ever before is yours with 
RADIO in the 



NORTH CAROLINA 



Market 



BEST. . . buy morning, 

afternoon and evening is 




IT QU 



til 

MADISON 



sponsor irivites letters to the editor. 
Address 40 E. 49 St., Xew York 17. 

SHOULD SPONSORS SELL? 

1 should like to add my comments, 
if I may, on your recent forum feature 
(29 November 1951) about sponsors 
as salesmen on the air. 

Scarcely a day goes by that a com- 
pany president doesn't ask me if he 
can appear in one of our television 
commercials. This is natural, since the 
current SAG scale pays commercial 
announcers more than corporation 
presidents. If you think I'm joking, 
look up the scale for unlimited use of 
film commercials on Class "A" time. 

Unfortunately, I have, to tell them 
that the slakes are too high. And since, 
of course, these presidents aren't cli- 
ents of mine, 1 can get away it. Our 
clients have belter sense. 

Seriously, commercial presentation 
is a highly developed arl. Even among 
professed career announcers, scarcely 
one in 20 can stand up satisfactorily 
to the frightening demands of direct 
selling into a television camera. 

My only direct experience with a 
sponsor-announcer was the appearance 
of Clarence Francis on the big General 
Foods anniversary show. Mr. Francis 
was an "announcer" on this show only 
in the sense that he appeared briefly 
in the opening as a host. He did that 
with consummate charm and grace 
(really — you should see his fan mail 
from it!) because Clarence Francis is 
charming by nature, and television 
tells few lies about people. He did 
not pretend to do direct product sell- 
ing. The announcer hired to do the 
product commercials (both for us and 
for YS.R, who produced the program) 
was Anna bee, a professional actress. 

The perfect announcer-president may 
very well be right around the corner. 
At the moment, however. I think it is 
more likely that some fee-fattened an- 
nouncer will become a president than 
that a president will become an an- 
nouncer. 

El) SllKIMIKRI) MKAD 

I ice President, Radio & Tv 

Copy Chief 
Benton & Bowles, Inc. 



LETTER FROM HOME 

It s been quite a while since I've 
read sponsor — not since I left Man- 
hattan last March, in fact. KTVW 
just started subscribing to it. and read- 
ing the November 29 issue the other 
day was quite a pleasure — sort of like 
a "letter from home." 

Noticed the article on your Tv Dic- 
tionary Handbook. Willi a new set- 
up like this is, it'd be a helpful item 
to have around. Would vou let me 
know how much a copy costs? 

One of the things I'm still using is 
a copy of the dictionary you sent my 
old boss, Chester MacCracken, which 
he gave me — vshen 1 was with Dober- 
ly, Clifford. Steers & Shenfield. 

Edna K. Hanna 
KTVW, Seattle 

• The Tv t >i«* t ion arv /Handbook for Sponsors 

is being reprinted in book form a ltd h ill be 

available 1 5 January 1955. Cost is $2 each j 
quantity prices on requrst. 



TELE-LUXEMBOURG 

Jacques du Closel and Jean D'Agos- 
tino, recently in New York for Tele- 
Luxembourg, commercial French-lan- 
guage tv station, have contacted sev- 
eral tv film producers to procure pro- 
graming for Europe. 

They have asked SPONSOR to thank 
these producers for their cooperation 
and to affirm to them once again that 
no other representative but Guy Bo- 
lam, representative of Radio-Luxem- 
bourg in New York, is allowed or au- 
thorized to deal in their name. 

Jean D'Agostino 
Director 

Information & Publicity 
Paris, France 



TIMEBUYERS AT WORK 

The December 13 issue of sponsor 
came my way this morning, and in it 
1 found my picture and comments in 
your "Timebuyers at Work" column. 
1 very much appreciate j our using this. 

Already I have heard several nice 
comments from friends in the adver- 
tising field — -which, naturally, means 
a great deal to me personally. But it 
also shows that SPONSOR is a magazine 
that gets read immediately by a good 
number of people out here in the wide 
open spaces. 

Don Amsdkn 
Radio & Tv Department 
Allen & Reynolds 
Omaha, Ncbr. 
{Please turn to page 103) 
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SPONSOR 



W TV 




Coverage that Counts! 



7 major Michigan markets 
for NBC, CBS, and ABC 

Now 100,000 watts! 



Furs by Raynard of New York 



Edward Pttry ft Co., Inc 



1,000 



0 WAT 



I 




RCA IS FIRST WITH sup! 



T l><s 25-Kffj. 



mplifie 



HO £2 
mm wm 

o o o 




33 H ■ £3 0 



R 



la 
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N-AIR 

WER UHF 





This announcement marks another achievement in RCA high-power 
equipment leadership. For the first time, a commercial UHF television 
station is operating with an effective radiated power of one million 
watts! For the first time, a UHF station is getting coverage close-in 
AND far out! And best of all, super television pow<jr,has proved just 
as easy to handle as lower powers. * ' I .' mg ! 

m 

How do you get started with RCA super power? You begin with your 
own RCA 1-K.W transmitter. You add the new RCA 2 5-KW amplifier. 
You install the new RCA Super Power UHF Pylon (gain, 46)— and 
you're set to go with 1 million watts ERP. Power tubes in both RCA 
high-power' amplifiers are conventional and interchangeable (no 
klystrons used). Amplifier plate vbltages are low /(6000 volts, max.). 
Operating economy is remarkableX (RCA's new puper power, high- 
gain antenna eliminAt&s need for hfgHilpower inr/dt. Bower tubes have 
already set a record^oi^ "proved-in \ ljlje). / K/ 



New RCA Super Power 
UHF Pylon Antenna. 
Availoble Types: TFU- 
46AL, TFU-52-A^A, 
TFU-60-AH. SignoT 
Gain, 46, 52 and 60. 
The answer for eco- 
nomical 1-million watt 
operotion. 



Station-proved^m/ daily commercial operation ai\ WBRE-TV, fmiper- 
formance of RCA's 1 -million Vv\att UHF system is Hiow an established 
record. Profit//by RCA's engineering experience in high-power — 
and KNOW lou've planned it right. Call your RCA Broadcast Sales 
Representative. In Canada, write RCA Victor Ltd., Montreal. 



RCA Pioneered and Developed Compatible Color Television 



For 1*055 
Fresno's Greatest 
Independent is the 



f-KBIF 

Nea 



with 

^ i 400 




TRANSMITTER SITE... 

Near the center of Fresno, 
with maximum conductivity. 

TOWER... 

400-foot "center loaded"... 
actually two towers, one atop 
ihe other, separated by 
insulator and loading coil. • 
Owner John Poole, who 
capitalized on '"salt water 
coverage" so successfully 
with The Catalina Station 
KBIG, has done it again with 
KBIF. . . increasing output by 
20Cf with a technique proven 
by "hams" but generally 
overlooked by broadcasters. 




I1ML 

\ Gro 



COVERAGE... 

Signal three times more 
powerful in Fresno . . . 3000 
more square miles of coverage . 
with 100.000 additional 
listeners, within 25 MV area. 



STUDIOS... 

Ground floor, Californian 
Hotel, center of downtown 
Fresno business and social life. 

[J [?W TALENT . . . 

Featuring Big Four Disc 
Jockeys: Stu Wilson, Bob 
Ulrich, Dave Maxwell, Jim 
Bailey . . . with "Music You 
Like and Just Enough News, 
All Day Long!' 

PROMOTION... 

Newspapers, busses, bill- 
boards. Great on-the-air spots 
by Artie Wayne, The Crew 
Chiefs and The Bell Aires. 

Check your KBIT rcprcscnta- 
tt\i or Robert Meeker contact 
for the full story on the 
NEW KBIT 






AHou ftfum cr. Friend-Reiss, Xew York, says 
that 1955 will be the biggest year for spot tv. 
"Many new and smaller clients are finding that spot 
buys produce good results for them." Al told 
sponsor. "For one thing, the quality of syndicated 
film shows has been improving continuously, to 
the point where a local or regional advertiser can 
become identified with a very good show. Of 
course, network branching out into station time 
docs curtail availabilities. However, it doesn't 
look as though the trend will continue. Established 
blue chip tv advertisers are going to stay predomi- 
nantly on network, making local station time 
somewhat less competitive for the smaller tv 
clients. Of these, many who had previously bought 
announcement cami>aigns only, are likely to sponsor 
film shoics in their major markets for added impact." 



Kay Mttytl, McCann-Erickson, Chicago, has a 
yardstick for buying daytime tv announcements. 
Says she, "In determining if daytime tv announce- 
ments arc practical for an individual product, 
three points should be considered: (1) the 
adaptability of the sales message to the medium; 
(2) whether the budget allows for a schedule of 
enough frequency for sufficient impact: (3) the 
percentage of tv penetration in the market. I 
find daytime tv particularly good for food accounts 
in markets where there are well-established tele- 
vision stations. Often, visual techniques, well applied, 
heighten the 'appetite a]>]>cal.' Again, of course, 
no one medium alone is enough for a successful 
campaign. When possible, a daytime schedule 
should be supplemented with other media to reach 
the many working women in each market." 



Jdll €iUht'vt. Bryan Houston, Xetc York, says 
that the law of supidy and demand is very strong 
in radio. "Take early-morning radio as an example" 
she told sponsor. "Some time ago, advertisers 
discovered that this is a very efficient time to sell 
their products or services. Hence there was a 
rush on early-morning time until it became very 
tough to clear anything. Mow early-morning time 
is still a very good buy on radio and it's still a 
very popular one. Hut timebuycrs have been able 
to sell clients on the value of some other time 
periods as well. Weekend radio was neglected for 
a long time, but it's now coming in lor all the 
attention early-morning radio got about a year ago. 
Even on network, weekend radio has been under- 
going a renaissance, probably as a result of studies 
showing the size of the out-of-home audience." 



FRESNO'S GREATEST INDEPENDENT 



300 kilocycles 
100D watts 




JOHN POOLE BROADCASTING COMPANY 
General Offices Caiifornian Hotel 

Fresno, Calif. * Telephone'. Fresno 6-D79I 



18 



SPONSOR 



Is This 




"COVERAGE"? 













OF NEIRASKA 




IS COVERED BY 




KOLN-TV ONLYl 

• __ 









Y. 



i//<> ,%/jr> fjP/ti/ion.t 

WKZO— KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA, ILLINOIS 



.oil re half naked in Nebraska coverage if you 
don't reach Lincoln-land — 42 counties with 202,200 
families — 100,000 uiuluplicated by any other station! 
Lincoln's population is 110,000 — in the same bracket 
with Lancaster, Pa., Schenectady or South Bend, Ind. 

The KOLN-TV ton er is 75 miles from Omaha! This 
LINCOLN-LAND location is farther removed from 
the Omaha market than is Cincinnati from Dayton, 
Buffalo from Rochester or Toledo from Detroit. 



KOLN -TV 



COVERS LINCOLN-LAND— NEBRASKA'S OTHER BIG MARKET 



CHANNEL 10 • 316,000 WATTS • LINCOLN, NEBRASKA 

ABC DUM0NT 
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By John Cohan 

{ tihlnrnia -ale- are important. We 
know lliat \ Ol'. a- a busy time Inner 
are besieged In station*, that sou can- 
not consider because of a tight budget. 
We appreciate this problem, but would 
like to call tbe.-e facts to \ our atten- 
tion concerning the stations you buy 
'm California to reach the great ex- 
panding Western market. 

KSBW-TV Channel 8, Salinas-Mon- 
terey, is a 7 town bu\ with a population 
that exceeds many metropolitan 
markets. 

When you consider covering Cali- 
fornia, please remember our state is 
over 800 miles long. KSBW-TV is 
107 miles south of San Francisco, in 
the rich Central Coastal Counties, sur- 
rounded by mountains. YOU CAN- 
NOT COVER THIS MARKET UN- 
LESS YOU USE CHANNEL 8, 
Salinas-Monterey . 

The channel 8 transmitter is 3,777 
feet above sea level. Coverage includes 
10 counties I 122,709 tv sets, over 
00,000 of which are uniluplicated I . 
However, our rate is based on four 
county (-overage. In fact, KSBW-TV 
has the lowest cost per thousand in 
California, 

Retail -ales in Monterey, Santa 
Cruz. San Benito. Santa Clara and 
Merced Counties total over 791. iniliion- 
dollar-. We would appreciate \oui 
consideration when \ on set \our bud- 
get for advertiser* interested in Cal. 
Sale-. 



\ our llollingbery man can gi\e \mi 
the fad* about KSBW-T\, Salittas- 
Mouiere\. California. 

< ItS. MSC. ARC. nOIO\T 




By Joe Csida 

Jackie (Heasmt** "Hit million deal" 

It was during the war, on the lot of one of the inajoi 
Hollywood film ,-tudio-. I was more or less minding my 
own business, when this eheeiy voice yelled *'Hev," and I 
looked around and .-aw a *mall soldier coming toward me 
with hi> bald head gleaming in l lie sunshine. George Dur- 
gom. heller known as '"Bullets'* opened ii]) a rapid-fire eon- 
versalion. which didn't seem lo make much sense, but some- 
how added up. Bullets, while playing the elown to just the 
degree that would make any average guy want to be with 
him. was then, and is now. a good talent manager. 

A few years later, when the war was over. Bullets was 
managing a singing group who'd been recording for RCA 
Victor, where I was then the arti«t and repertoire boss. The 
group's contract ran out. and 1 .-ludied their sales figures and 
recordings at great length. They just weren't selling, and I 
was going to drop them. Bullets came in for a meeting at 
three o'clock one afternoon and I regretfully informed him 
of the decision. To make a long fable short, at one o'clock 
the following morning, Bullets gave up and resigned himself 
lo the fact that he wasn't going to be able to hold this group 
on KCA Victor, lie had, by that time, pulled out 342 jokes, 
tricks and reasonably serious argument.-, pin? five dog-eared 
clippings showing that the group had won the Downbeat 
and Metronome polls. 

All this is a long preamble lo what a .-mall, bald-headed 
gentleman with a sense of humor, a totally irrepressible na- 
ture and a lot of brass can do lo, for and with advertising 
agencies and sponsors. Il was Bullets, of eour-e. who planted 
the -lories on the front pages of virtually everv newspaper 
in the country lo the effect that Mr. Jackie Gleason was get- 
ling $11,000,000 from Bnick for doing The Honeyrnooners 
a- a half-hour film -how for the next three years. I wouldn't 
be unhappy if Gleason wa- gelling $22,000,000. but I'm 
quite sine he isn't getling even half of (be 11. Actually, a 
good part of that figure include.- time eo.-l- for the -how. I'm 
also sure that Buiek is getling from him many considera- 
tions, which are important to (heir advertising and selling 
activities, which were never mentioned in the storie-. 

A- great a- the talent invoked may be. I have always had 
the feeding that iho-e multi-million dollar contract -lorie- 
make athertisers look a little like moronic Fort Knoxe-. Il - 
tat some prospective automobile purchaser- 
1 1*1 ense turn to page 74) 
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WBTV-WBTW combination creates 




JEFFERSON STANDARD BRDAOCASTING COMPANY 



market comparable to nation's 8th largest 
in the industry-mushrooming Carolinas 

Advertisers have a rich 
stake in what's happening 
in the Carolinas. 

The Carolinas are on the 

_ v march economically, and two 

mk\ top-power stations— WBTV 

t\ and WBTW— now service this 

I upsurging selling market. 

I WBTV and newcomer WBTW 

^ I can, as a combination-, 

/ deliver 50% of the people 

fjr in North and South Carolina. 

Together, WBTV and WBTW 
create a market of 3,375,000 
people, over $3V£ billion in 
buying power and $2Vfc billion 
in retail sales-a TV market 
comparable to the eighth 
largest in the nation. 

See the ensuing pages 
for the full dimensions of 
I0MPANY this market and how WBTV 
and WBTW truly measure up 
to : "dominance doubled 
in the Carolinas." 
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Tircstonc produces its entire supply of tire cord 
/ a at Gastonia. N C, textile center of the world 
Here the nylon-rayon filaments are being cabled. 

* 

J 




WBTV COVERAGE AREA SWARMING WIT! 

Steady pace of industrial growth for past 30 years has catapultt 



The Kroehler factory (illustrated he-el is one of 
the many important qualify furniture manufac- 
tures found located in (he Piedmont Carolin 3. 




The Carolinas account for almost half of all 
fi hosiery produced in the U. S Charlotte itself is 
I site of the tamed Hudson r.nd Belvedere brands. 




The core of W'BTVs impressive 
market story is this: 

Tire pace of industrial expansion 
within \\ MTV's coverage area the 
Piedmont Carolinas has heen of such 
steadfast character the past 30 years 
as to turn the area s occupational ratio 
upside down. Well over twice as many 
] «*o pie now work in industry, as on the 
farm. 

Since World War II the trend of 
industrial wealth in the Piedmont 
Carolina* has heen tremendously ac- 
celerated. And there's ever) indica- 
tion that this level of expansion will 
he maintained for years to come. 

For WI5TY the great shift in the 
area's economy represents an audience 
that is. by a very wide stretch, pre- 
dominantly non-rural. 

Long regarded for its leadership in 
t ho manufacture of textiles, tobacco 
and wood furniture, the Piedmont 
Carolinas have become the scene of 
main new and diversified industries. 
These include the electric and elec- 
tronic industries with representation 
of most of the major firms in this field 

paper products, machine parts, syn- 
thetic \arns. semi-plastics, pre-fahri- 
cated metals and processed foods. 

klcctric power is accepted bv eco« 



nomi.-ts a~ about the be-t indicator 
of a community or area's growth or 
the composition of industrial commu- 
nities. Well, here's what's happened 
powenvise in the Piedmont Carolinas: 

The customers of the Duke Power 
Co.. which sery ices the area exclusive- 
ly, used in excess of 10 billion kilowatt 
hours last year. In recent years Duke 
has -pent million on the expan- 

sion of elec tric capacity and sery ice 
facilities. \t present it is embarking on 
a plant which will produce 1.000.000 
kilowatts at llehnont. V C. located 
near ("harlot te. 

Stemming from this power expan- 
sion is another fact especially inter- 
esting to appliance manufacturers and 
distributors. Well oyer HOC of the 
farms in the area are now electrified. 
This MO', of the l.)9.l00 farm homes 
in the area represent* over 95C of 
all gross farm income. 

The Piedmont Carolinas. and. de- 
cidedly, the \ast area of which Char- 
lotte is the bub. offer a population 
distribution characteristic which has 
made quite an impression on market- 
ing experts. Instead of population 
being concentrated in one dense area, 
here it is spread out among many 
closely neighboring medium sized 



Mushrooming importance of Char-lotto as a <cTtion*l 
distributing center is typified bv this new Ford 
p.irls plant costing well over SI. 000.000. 




^WBTUJ 



MARKET 




clanese has a $60,000,000 investment in this 
ock Hill, S. C. plant, the world's largest and 
lost modem in the production of synthetic yarns. 



National Container Corp., No. 1 integrated pro- 
ducer of corrugated paper shipping containers, just 
opened this 152,000-toot plant at Salisbury, N. C. 




UMEROUS, DIVERSIFIED INDUSTRIES 

y\ng power; over twice as many employed in industry as on farms 



towns. Many of these towns actually 
run back to back. 

In other words, it's a massed popu- 
lation spread out in clustered commu- 
nities. There are more than 160 cities 
and towns of noteworthy size within 
the 48-county area. This circumstance 
has been of special significance in the 
industrial expansion of the area. Man- 
ufacturers are now inclined to get 



awav from congested centers and settle 
in smaller communities. In the WBTV 
area a large portion of this labor sup- 
ply owns its own little farms; hence 
these workers have, two sources of 
income. 

This unique population distribution 
— scores of sizable, towns located with- 
in a relatively short radius of a big 
city — tends to invalidate the standard 



What the "true"* CHARLOTTE Metropolitan Area gives you 



COUNTY 


POPULATION 


FAMILIES 


BUYING INCOME 


RETAIL SALES 




NORTH CAROLINA 












MECKLKXBrECr 


216,400 


59,000 


$364,307,000 


$216,722,000 




GASTOX . 


121,000 


31,200 


150,586,000 


176,384,000 




cab Annus 


66.20C 


17,500 


84,087,000 


60,390,000 




UXIOX 


43,700 


10,700 


36,744,000 


33,103,000 




LIXCOLX . 


28,400 


7,000 


24,125,000 


17,027,00C 




SOUTH CAROLINA 












YORK 


76,000 


18,700 


90,466,000 


62,820,000 




METRO TOTALS 


552,000 


144.10C 


§750,585,000 


$566,446,000 




SOURCE: 1954 Sales Management "Buying Power." •Considetetl as a 30 
Charlotte, normalize*! U> county Hres. 


mile rndius around 





metropolitan area formula as far as 
Charlotte is concerned. Obviously, it 
is neither sound nor practical in mea- 
suring Charlotte's metropolitan area. 

Charlotte, itself, is referred to as 
the "Spearhead of the New South.'' 
And here are some of the reasons: 

1. The industrial boom in and 
around Charlotte itself is not related 
to one or two types of industries but 
many types. 

2. Charlotte's stature a> a distribu- 
tion center has grown remarkably hi 
recent years. All the major appliance 
brands are now represented by distrib- 
utors, and for the past several \ ears 
some of the-e. appliance distributors 
have consistently won top increascd- 
sales awards on national and sectional 
bases. Ford took recognition of this 
distribution importance by establish- 
ing a massive parts division and Fire- 
stone Tire and We.-teru Electric by 
expanding their facilities in a big way. 

3. Chai'otte ranks as one of the na- 
tion's largest trucking centers. 

4. The Army is embarking on an 
expenditure of SI 6 million to renovate 
and equip the old Charlotte Quarter- 
master Depot for the production of 
the guided missile \1KK. 

5. Another major post-war develop- 
ment has been Charlotte's growth as a 
steel distributing and fabricating cen- 
ter. It is also the largest distributing 
center of agricultural equipment on 
the Atlantic seaboard; 
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Paper products manufacturing plants abound in tne 
WBTW area. Sonoco Co. operates at Hartsville. S. 
C. largest textile cone making mill in the world 



Within WBTW primary, two counties alone last year 
grossed over $50-million from tobacco. Here's a 
typical auction at Mullins, S. C.'s No. 1 tobac mkt 



*»*^ Seaboard is building a $10,000,000 service center 
at Hamlet, N. C, including diesel repair shop and 
transfer yards. Will employ over 2,500. 





Sections of Carolinas served by WBTW are also ^ 
becoming important synthetic textile plant sites. 
Scene is at duPont's Orion factory at Camden, S. C. i^^, 

i era km 





INDUSTRY ZOOMS WITHIN WBTW AREA 

Balancing economy in section where gross farm income ranks 
among highest in nation; factory products diversified 



The economy of the area served by 
WBTW has richh benefited from the 
expansion of industry in the Carolinas 
the past seven Years. 

Agriculture is still predominant in 
the eastern Carolinas hut the spread 
of industry has been of such propor- 
tions as to create the sort of balanced 
economy that national advertisers 
favor. 

A substantial portion of the manv 
millions of dollars invested in new 
Carolina plants was channeled into 
eastern South Carolina, of which Flor- 
ence is the hub. This burgeoning in- 
dustry is of a decidedly diversified 
character and includes textile-process- 
ing both natural and s\nthctie — 
lumber products, paper products, elec- 
tronics, clothing, rugs and minerals. 

Reducing the area's industrialization 
story to specifies, here's a thumbnail 
sketch of what's going on industry- 
wise in some of the mail}' communi- 
ties that arc clustered within a 65-mile 
radius of WBTW: 

Bennetts\ ille: a booming center for 
textile and furniture plants. 

Darlington: Buzzing with textile, 
paper and furnitiiie manufacturing. 

Dillon: Famed Dixiana cotton mills 
and wood products factories stabilize 
( '(immunity, 



Georgetown: International Paper, 
lumber and chemical plants carry 
thousands on their payrolls. 

Florence: Rail and trucking focal 
point. Major emplovment in wood 
products and clothing. 

llarts\ille: Sonoco Paper Products 
mills the largest of many diversified 
industries. 

Lumberton: Expanding lumber and 
cotton factories has this town hum- 
ming. 

The agricultural ecoiiomv within 
WBTW's coverage area ranks among 
the richest in the nation. Following 
are some facts about that economy: 

1. The 26 counties served by WBTW 
had in 1953 a gross farm income of 
$334,629,000. 

2. Horry County, which in 1953 
rated as one of the country's top farm 
producers (with a gross of $33,786.- 
0001. sold its tobacco crop that year 
for our $25,000,000. Florence Coun- 
ty, with a gross farm income of $29,- 
260.000. took in about $15,000,000 
from tobacco. 

3. While tobacco is the WBTW 
areas No. 1 mone\ crop topping 
Maine and Kliode Island's combined 
faun income in 1053 and cotton runs 
second, the Ihe .-lock and dain indus- 
tries are making big headway. 



I 



Manufacturers of lumber products have plants dotted 
JJ all over this area, including prefabricated housing, 
' as typified by the American Co. at Lumberton, N. C. 
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FLORENCE SC 
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BLANKETS OVER 50% OF ALL PEOPLE IN CAROLINAS 



B) using the WBTV and \\ BTW markets in combination 
the advertiser creates for himself a potential TV coverage 
that gives him more than one out of every two people 
living in North and South Carolina. 

In combination WBTV mid WBTW deliver a buying 
power of well over 83 1 /L> billion, which is close to 5-1% 
of the net effective income for the Carolinas, 

Retail sales for the WBTV and WBTW coverage areas 



total close to >2'' o billion, which is 53% of the retail sales 
credited to all of .North and South Carolina for 1953. 

The Piedmont Carolinas (with Charlotte as the hub) 
and the Bee Dee area (centered around Florence) are in 
the midst of a dynamic economy, with population and in- 
come skyrocketing. WBTV and \\ BTW blanket not onK 
these two areas but service a vast portion of the also pros- 
perous Carolina Low Country. 
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FLORENCES (WBTW) PRIMARY 
COVERAGE TOPS THESE MAJOR 
TELEVISION MARKETS 
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fTY AND 75-M/L£ AREA POPULATION OF 
MAJOR SOUTHERN CITIES 



CITY 0 500.000 1,000.000 1,500.000 2,000.000 

*V T ~W 

CHARLOTTE ■■ 

R ANS 
IIRMINCHAM 

. RICHMOND ) 

■§ CTTY 75 >"I'ES EXCLUSIVE OK CITY AREA 

ity 139.300 -)- 1.911.800 — 2. City 333.500 + 1.41B.S00— 3. City 
iOO -+- 1,311,300. — 4. City 328,100 + 1,331.000 — 5. City 
237.300 + 1.128.600. 
SOURCE: 1950 Census 
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COVERAGE CONTOURS 

WBTV 
WBTW 
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ifow' market data on // BTf and fl r BTfl r coverage areas 



COUNTIES 



(,u vm: "a" »>c -B" 

ALEXANDER, N C 
ALLECHANY. N. C. 

ANSON, N. C. 
AVERY, N. C. 
BURKE. N. C. 
CABARRUS, N. C. 
CALDWELL. N. C. 
CATAWBA. N. C. 
CHEROKEE. S. C. 
CHESTER. S. C. 
CLEVELAND. N C. 
DAVIDSON, N. C 
DAVIE, N. C 

fairfield. s. c. 
forsyth, n. c 
caston, n. c. 
greenville, s. c. 
henderson, n. c. 
iredell, n. c. 
•lancaster, s. c. _ 
laurens, s. c. 
lincoln, n. c. 
Mcdowell, n. c. 
mecklenburg, n. c 
mitchell, n. c. 
•montgomery, n. c. 

POLK, N. C 
ROWAN, N. C. 
RUTHERFORD. N. C. 
SPARTANBURG, S. C. 
STANLY, N. C. 
SURRY, N. C. 
UNION, S. C. 
"UNION, N C. 
WATAUGA, N. C. 
WILKES. N. C. 
YADKIN, N. C. 
YANCEY, N. C. 
YORK, S. C. 



POPULATION 



15,000 

8.100 
26,600 
13.400 
48.600 
66,200 
46,400 
66,200 
35,300 
32,500 
67,000 
66,200 
15.800 
21,200 
158.800 
121,300 
178,000 
32,900 
58,500 
38,100 
47,900 
28,400 
27,200 
216,400 
15,000 
17,800 
1 1 ,800 
78,200 
46,700 
154,200 
39,300 
47,600 
31,200 
43,700 
18.500 
46,600 
23,000 
16,200 
76,000 



FAMILIES 



NET EFFECTIVE 
BUYING INCDME 



RETAIL SALES 



FDOD SALES 



GENERAL MDSE 



AUTO SALES DRUG SALES 



WBTW CHARLOTTE. COVERAGE AREA 



3,600 
2,100 
6,300 
3,200 
11,500 
17,500 
11,200 
17,500 
8,700 
8,200 
16,500 
17,i00 
4,000 
4,900 
44,000 
31,200 
49.600 
9,300 
15,400 
9,200 
1 1 ,900 
7,000 
6,700 
59,000 
3.600 
4,400 
3,200 
21,300 
12.000 
40,900 
10,800 
12,000 
7,700 
10,700 
4,300 
11,200 
5,700 
3,700 
18,700 



$11,112,000 
5,577,000 
18,424,000 
8,307,000 
44,279,000 
84,087,000 
43,159,000 
77,919,000 
32,655,000 
32,281,000 
67,548,000 
74,328,000 
15,917,000 
16,085,000 

231,746,000 

150,856,000 

258,496,000 
33,311,000 
60,249,000 
40,486,000 
52,025,000 
24,125,000 
26,276,000 

364,307,006 
9,737,000 
14,647,000 
11,222,000 

101,271,000 
41,133,000 

186,463,000 
43,459,300 
48,510,000 
31,352,000 
36,744,000 
11,002,000 
32,669,000 
18,639,000 
9,335,000 
90,466,000 



$6,375,000 
2.921.000 
14,275,000 
3.796,000 
21,094,000 
60.390,000 
25,442,000 
54,120,000 
19,051,000 
21,529,000 
44,064,000 
47,736,000 
6,880,000 
9,202,000 
128,940,000 
87,298,000 
176,384,000 
25,670,000 
43,497,000 
27,787,000 
27,502,000 
17,027,000 
15,403,000 
261,722,000 
6,243,000 
10,979,000 
5,508,000 
57,240,000 
30,629,000 
137,663,000 
27,178,000 
37,224,000 
18,147,000 
33,103,000 
7,522,000 
23,297,000 
7,360,000 
5.834,000 
62,820,000 



$1,370,000 
452,000 
3.057,000 
1,018,000 
4,802,000 

16,799,000 
7,454,000 

12,626,000 
5,320,000 
6,839,000 
9,923,000 

11,340,000 
1,661,000 
2,271,000 

27,132,000 

23,137,000 

37,269,000 
6,195,000 

11,130,000 
7,196,000 
7,5/8,000 
3,607,000 
4,la2,000 

49,296,000 
1,101,000 
2,956,000 
2,030,000 

15,244,000 
7,144,000 

31,277,00L 
6,188,000 
7,274,000 
5,502,000 
5,799,000 
2,101 ,000 
4,201,000 
1,465,000 
1,046,000 

16,501,000 



$692,000 
514,000 
1,715,000 
716,000 
1,778,000 
3,446,000 
1,961,000 
5,519,000 
1,997,000 
2,049,000 
7,462,000 
3,487,000 
781,000 
2.268,000 
17,407,000 
7,955,000 
22,236,000 
2,098,000 
4,365,000 
3,633,000 
2,803,000 
1,881,000 
1,614,000 
36,855,000 
1,304,000 
926,000 
1 50,000 
5,896,000 
4,655,000 
17,017,000 
2,436,000 
4,821,000 
2,297,000 
3,208,000 
350,000 
1,672,000 
504,000 
728,000 
6,199,000 



$2,182,000 
308,000 
4,768,000 
242,000 
4.774.000 

12,509,000 
6,776,000 

14,351,000 
3,184,000 
4.067,000 
9,763,000 

11,086,000 
1,635,000 
1,879,000 

25,531,000 

20,463,000 

42,120,000 
5,186,000 

10,395,000 
6,896,000 
5,574,000 
4,848,000 
3,272,000 

53.382,000 
1,846,000 
3,604,000 
911,000 

13,298,000 
7,295.000 

32,308,000 
5,670,000 
8.202,000 
3,210,000 

11,912,000 
2.085,000 
6,996,000 
2,341,000 
696,000 

11,429,000 



$102,000 
49,000 
358,000 
102,000 
570,000 

1,782,000 
665.000 

1,220,000 
465,000 
545,000 
869,000 
974,000 
234.000 
254,000 

3.883,000 

2,517,000 

5,059.000 
718,000 

1,177,000 
737,000 
758,000 
100,000 
564,000 

7,024,000 
139,000 
200,000 
91,000 

1,861,000 
881,000 

3,150.000 
684,000 

1,186,000 
637,000 
646,000 
291,000 
550,000 
81,000 
60,000 

1,525,000 



GRADE "A" &. "B" 


TOTALS 


2. II) 1,81)11 


5 16,200 


S2, 10O.8O l,DDO 


SI, 618,852. 000 


$371, 133.O0O 


SI 92,395,D0() 


5367,19 1,000 


S 12.708.000 


Ptut IOO >ir m 




















ASHE, N. C. 




22,100 


5,200 


$12,298,000 


$7,042,000 


$1,308,000 


$816,000 


$1,794,000 


$105,000 


BUNCOMBE, N. C. 




128,700 


35,000 


163/j26,000 


116,140,000 


24,225,000 


17,599,000 


21,878,000 


4,121,000 


"CHESTERFIELD, S 


C. 


36,200 


8,300 


24,303,000 


20,937,000 


4,484,000 


2,082,000 


6,031,000 


621,000 


'KERSHAW, S. C. 




32,000 


7,700 


25,595,000 


18,061,000 


5,306,000 


2.188,000 


4,204,000 


478,000 


NEWBERRY, S. C. 




32,400 


8,500 


32,184,000 


23,629,000 


6,286.000 


2,632,000 


5,015,000 


745,000 


PICKENS, S. C. 




40,000 


10,400 


41,832,000 


22,372,000 


7,068,000 


1,700,000 


4,192,000 


733,000 


RANDOLPH, N. C. 




53,400 


14,200 


57,544,000 


36,380,000 


3,362,000 


3,665,000 


9,656,000 


1,013,000 


RICHMOND, N. C. 




40,800 


10,400 


46,644,000 


35,099,000 


10,107,000 


4,134,000 


7,315,'JOO 


755,000 


TRANSYLVANIA, N. 


C. 


16,300 


3,900 


14,738,000 


9,991,900 


2,361,000 


442,000 


1,848,000 


350,000 


WBTV GRAND TOTAL* .... 


2,51)3. "00 


o 19.800 


$2,879,568.00(1 


Si,«>o«,ao:t.otN) 


$ 1 10,9 10,000 


$227,653,000 


5129,127,000 


$5 1 .029.000 



GIt.UlE "A" & ' H" 

•ANSON. N. C. 
"CHESTERFIELD, S. C. 
CLARENDON, S. C. 
COLUMBUS, N. C. 
DARLINGTON. S. C. 
DILLON. S. C. 
FLORENCE, S. C. 
HOKE, N. C. 
HORRY. S. C. 
'KERSHAW, S. C. 
LEE. S. C. 
MARION, S. C. 
MARLBORO, S. C. 
'RICHMOND. N. C. 
ROBESON, N C. 
SCOTLAND, N. C. 
SUMTER, S. C. 
WILLIAMSBURC, S. C. 



WBTW, FLORENCE, S. C. COVERAGE AREA 



26,600 
36.200 
32,400 
52,700 
51,500 
31,100 
83,500 
16,100 
62,300 
32,000 
22,700 
34,200 
30,900 
40,800 
92,600 
27,500 
61,000 
44,000 



6,300 
8,300 
6,700 

12,200 

12,400 
6,800 

20,J00 
3,400 

14,100 
7,700 
4, GOO 
7,900 
7,500 

10,400 

20,300 
6,300 

14,400 
9,300 



$18,424,000 
24,303,000 
17, 165, 000 
39,858,000 
43,174,003 
21,452,000 
70,035,000 
9,028,000 
49,516,000 
25,595,000 
11.230,000 
24,348,000 
19,069.000 
46,644,000 
68,607,000 
19,817,030 
51,400.000 
22,980.000 



$14,275,000 
20,937,000 
11,107,000 
33,598,000 
33,955,000 
11,070,000 
6/, 673, 000 

6,030,000 
39,134,000 
18,061,000 

7,527,000 
21,486,000 
17,432,000 
35,099,000 
58,357,000 
17,848,000 
38,316,000 
20,468,000 



$3,057,000 
m ,484,000 
2,724,000 
6,542,000 
8,939,000 
4,401,000 

15,532,000 
1,485,000 
3,456,000 
5,306,000 
2,274,000 
4,841,000 
4,715,000 

10,107,003 

11,075,000 
3,932,000 
9,523,000 
5,111,000 



$1,715,000 
2,082,000 
1,794,000 
4,022,000 
5,672,000 
1.522,000 
8.93J.U 0 
523,000 
6,212,000 
2,188,000 
983,000 
2,730,000 
2,721,000 
4,134,000 

11,682,000 
3,135,000 
6,236,000 
2,370,000 



$4,768,000 
6,031.000 
3,202,000 
9,643,000 
6,493,000 
3,534,000 

14,180,000 
835,000 
8,807,000 
4,204,000 
1,338,000 
3,409,000 
2,281,000 
7,315,000 

12,931,000 
2,993,000 
7,541,000 
5,132,00 



$358,000 
621,000 
309.000 
909,000 
790,000 
436,000 

1,500,000 
94,000 

1,369,000 
478,000 
282,000 
742,000 
441,000 
755,000 

1,611,000 
367,000 

1,066,000 
419,000 



GRAOE -A" &. "B" TOTALS 


778. 90(1 


1 79. IOO 


S583.2 15,00(1 


$1 


78.373.000 


$ 1 1 2.511 I.OOO 


$08.65 1.000 


$1(1 1.637.000 


• 12.5 17.000 


f* lit h Kit) in m 




















BLADEN, N. C. 


30,600 


6.800 


$19,81 1 .000 




$14,463,000 


$3,365,000 


$2,762,000 


$4,991,000 


$319,000 


CALHOUN, S C. 


14,500 


3,400 


8,428,000 




4,720,000 


1,402,000 


661,000 


1,184,000 


142,000 


CUMBERLAND, N C. 


115,900 


24,100 


158,747,000 




37,399,000 


18,347,000 


12,541,000 


19,494,000 


2,363,000 


GEORGETOWN, S. C. 


33,400 


7,900 


28,139,000 




20,291,000 


6,038,000 


1,514,000 


5,395,000 


640,000 


•LANCASTER, S C. 


38,100 


9,200 


40,486,000 




27,787,000 


7,196,000 


3,633.000 


6,896,000 


737,000 


•MONTGOMERY, N C. 


17,800 


4,400 


14,647.000 




10.979,000 


2,956 000 


926,000 


3,604.000 


200,000 


MOORE. N. C. 


33,800 


8,600 


33.296,000 




25,822,000 


6,257,000 


1,886,000 


4,525.000 


807,000 


•UNION, N. C. 


43,700 


10,700 


36,744,000 




33,103,000 


5,799.000 


3,208,000 


11,912.000 


646,000 


WBTW GRAND TDTALS 


1 . 1 (K, .711(1 


25 1.201) 


$923.5 1.3, (IOO 




<)2, 937. ooo 


$163.86 I.OOO 


$95,785,000 


5 162.638.000 


$18,401,000 


•7CDUNTY DUPLICATED TDTAL 


235.2(10 


57,0(1(1 


$206,8 13. OOO 


$ 1 


60,2 1 1 .()()() 


S3H.9O5.000 


SI 7.886. OOO 


$ 1 1,730.00(1 


§3,795,0(10 


WBTV WBTW UNDUPLICATED 




















CDMBINFD TDTALS 


3. .175. 2(1(1 


SI 17,000 


$.1.596. 268. OOO 


$2. 1 


5 1. 199.000 


!-565.899.ir()() 


$3(15. 552. OOO 


$5 17,335. OOO 


$66,235,()(KI 



teOURCt; ,S»U MuruUL'UtunL Purvey uf liuyu.tf I'imor Area!. id>nna]Izc<J lo county lines. "OunllmU-fl rountlti 



SUCCESS STORIES 



PROMOTION 



WBTV'S SALES EFFECTIVENESS CONSISTENT 

Feu: things are as rewarding to a station's management and staff as alien 
an advertiser utiles: ''lours teas the tones! cost per order hp have had on 
any tv station ice have used. " This theme has run through hosts of letters 
that hare come to li'UTl during the past five years anil the people of 
Jefferson Standard Broadcasting are confident that advertisers nil} be 
shortly saying the same gratifying things about WHTW '. 

Here tsre « I'ew samples of IVKT'V success stories: 



Southern Appliances: Clyde McLean, 
the "Weatherman," with a smoked turkey 
as prize, asked viewers to guess what the 
temperature was at the Charlotte airport 
that day. til three days there were 5,606 
letters and cards, for a total of ahoiit 
15.000 in three weeks. 



Hickory Auto Parts. Inc.: Union Oil 
Co. of California reported to this distrib- 
utor, which used WBTV exclusively for 
its advcrtis-inji, that over period of a year 
Hickory topped all distributor- in the 
country in the increased -ales of Royal 
Triton Motor Oil. Ilickorv'- increase was 
102%. 



Orderest Mattress: As direct result of a 
few spots, sales not only boomed with es- 
tablished dealer- but three new dealers 
were added in Charlotte and two other 
dealers in the WBTV coverage area ap- 
plied for franchises all in one week. 



Baby Butler: Boettiger & Summers, agen- 
cy for regional distributor of this juvenile 
furniture, wrote that client "received so 
many leads from his two spots per week 
on \VBT\ that his salesmen have more 
business than they can handle," and hence 



was forced to halt further advert i-ing un- 
til they caught up. Sold 98% of inquiries, 

Cova-Colu : Viewers were offered a cow- 
boy handkerchief for a coupon attached 
to six-bottle carton of Coke phis 25c on 
Kit Car-on Show. Response was average 
over 1,300 <;uar;crs per wk. for 13 wks. 

Mara, Inc.: Sponsors "Story Painter" 
with Gil Stamper. On recent offer of 
three ball pens over WBTV, agency n - 
ported: "Your show has done outstanding 
job for us . . . offer pulled over 7,500 re- 
turns . . . proportionately better than 
Boston. Los \ngeles or Providence . . . 
the other places where offer was made. ' 

Tube Rose Snuff: Arthur Smith and his 
Crackcrjaeks Show in two announcements 
totalling a minute offered hand fans with 
replica of Tube Rose can made of card- 
board. W1>T\ received requests for over 
50.000 of these fans. 

Itelk Stores: When this client terminat- 
ed Gent" Autry tv film series after six 
months' run W BT\ asked viewers on 
final show whether they'll like series con- 
tinued. Response: 2,790 piece- of mail 
(some lengthy petitions) and 229 com- 
pleted phone calls. 



HI erc/iniiff that is tailored iiif/enioii.vf i/ to client's nvvds 




0U . Jtim SH0RUN1N6 



| Injur s a PicrjRf or 
fOVk NEW E.vPicvfi 
ON THf MC(C 



'HE ONE 5 E1 | Ne 
OVEP 

UiBTVQ 

Of COURSE - 




11:00 P. M. NEWS 

wifh Jtm Patterson 

SOILAX 

" Vii«i Life- 
Fridays at 1 1 p. m. 

u 
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WBTV SPARKLES WITH 
ALL-AROUND PROMOTION 

\ prime tenet in the Jefferson 
Standard Broadcasting's s\stem of op- 
eration is that an advertiser should 
receive t lie support of a many-faceted 
and up-to-date promotion department. 
Also, that each project undertaken In 
this department .-honld he tailored to 
the special needs of each client and 
the product. 

In Charlotte, alone, the extensive 
promotion operation includes the ser- 
vices of 10 people, who work under 
the supervision of J. Robert Coving- 
ton, vice president in charge of sales 
and promotion. 

The department's responsibilities 
include sales promotion, merchandis- 
ing, audience promotion, research and 
publicity. 

In merchandising, the department 
is equipped to furnish letters and elab- 
orate color jumbo card mailings to re- 
tailers, counter cards, stuflers, win- 
dow streamers, shelf talkers and vari- 
ous other types of point-of-sale promo- 
tion. The class and amount ot mer- 
chandising is determined by the gross 
expenditure of the advertiser. 

WBTY's quality audience promo- 
tion — reflected in the station's ex- 
tremely high rating's — receives a ma- 
jor portion of the department's budget 
and attention. 

Publicity-wise, lo newspapers in 
the WBTV area devote am where from 
three columns to two full pages to 
stories, pictures and schedules of that 
station. In addition, a striking total 
of 67 newspapers run the \\ BTV pro- 
gram schedule. 

Other audience promotion includes 
newspaper ads. movie trailers, bill- 
boards and window display s. 

A full-time research director coor- 
dinates data from authoritati\ e na- 
tional and regional research and rating 
services — including set count. 

Although \\ BTW has its own pro- 
motion department. \\ BT\ promotion 
staffers are also utilized to help the 
Florence outlet maintain the unusuallv 
high promotion standards of the 
company . 



PROGRAMING 




rr, ftm j 




/. ( mtsittil and unpredictable, "Backstage 
Studio" has an enviable daytime record 

2. Susie Mttntyrc's "Carolina Cookery" is 
\o. 2-ranked cooking show in nation 

.'i. "Junior Ratuha" uith Fred Kirby. pulls 
22-25 ratings and perks sales for sponsors 

I. "Man Around the House" quiz, jashions, 
etc., is quality matinee entertainment 

."». The Arthur Smith troupe's theatre dates 
are as sensational as its television ratings 



u 



COMMUNITY SERVICE" IS NOT JUST 
LIP SERVICE" WITH WBTV: IT'S REAL 



u 



WBTV, like its sislor outlet, W1JT, 
has been nnirli kudoed as one of the 
great cjxial tlj stations of the nation. 

Among the things tlial have con- 
tributed to this accolade are these; 

1. \VHT\ s strict adherence to the 
credo tliat a station exists to seise lh" 
c oiiummit). 

2. A programing structure of local 
origin that not only keeps this obliga- 
tion in mind but caters to the di- 
versified tastes of the people in the 
community . 

3. Maintaining a standard of local 
production that is on a par with the 
fincsl in national telecasting. 

I. The creating of program con- 
cepts and development of talent that 
widened into national recognition. 

\\ BI N hacks up the awareness of 
iU obligation to the coinmnuit) hv the 



quantity and quality of the live shows 
it turns out weekl) and the judicious 
choice of network programing. 

WBTV "a local programing provides 
for oven cultural level. Keganlless of 
the type of program hoiiiemaking. 
news, audience participation, ootmtn 
music or serious music the elements 
of showmanship and quality of pres- 
entation are such as to assure wide 
regional appeal and esteem. 

Tjpical of thai esteem is this quote 
from a letter by Don Shoemaker, edi- 
tor of the Ashcvillc Citi/en, about a 
Y\ BT\ -produced Christmas show: 

'"\\here\ei the kudos land. 1 just 
waul to say the production was ter- 
rific. I he usual phrase is. thi« was 
'of network quality. 1 but what network 
could base duplicated it? Mv wife and 
I sal entranced. ' 




WBTV's Stalwarts of Information 

"Your Esso Reporter" and "The Weatherman," 
back-to-back five evenings a week, serve as 
crack examples of the station's touch for in- 
vesting each show with the best in production 



-PROGRAM HIGHLIGHTS 



WBTV'S OWN SHOWS 
LEAD RATING PARADE 

WHTV has been consistently and 
conspicuously successful in the num- 
ber of local live shows sold to national 
advertisers. The reason is three fold : 
(1) They bear the unmistakable stamp 
of quality phis prestige. (2) Most of 
them can match ratings with top net- 
work shows. (3) They produce su- 
perior sales results. Here are a few 
samples from WBTV's rosier of lo- 
cally produced programs: 

Arthur Smith «nrf Ms Cruvker- 

jacks; A Iroupe of folk music enter- 
tainers who not only excel as instru- 
mentalists and singers hut as top-rank 
comedians. An inkling of why they've 
had a waiting list of sponsors for a 
long time: the act's Tuesday night 
program had a Pulse November 1954 
rating of 49.8. 

Doing It Yourself: A sprightly and 
cleverly de\ ised charade on the self- 
ingenuity and hobby themes, with 
Alan Newcomb and the beautiful and 
resourceful Cathy Haines presiding. 
The November Pulse was 39. 

Esso Reporter: He's Doug Mayes, 
a Carolina-bred personality, whose 
style of delivery has gained him recog- 
nition as one of the most popular 
newsmen in both Carolinas. Novem- 
ber Pulse: 35.6. 

The Weutherniun: Comes at 6:45 
p.m. Clyde McLean's authoritative 
and instructive handling of his data 
combined with top-notch production 
(see picture on opposite page) makes 
this item a model of its genre. It 
turned in a 35.2 November Pulse. 

S tor a 1'uinter: Gil Stamper is the 
story-teller for an audience that seems 
to he of e\er\ age group, though the 
show comes at 5:15. The imaginative 
sketches that accompany his narrative 
are preth much of a show in them- 
selves. The November ratings was 21.5. 



PROGRAMING^ 



UBTUJ 



riOHHCI. I c . 



PROGRAM ING 
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WBTW GEARS PROGRAMS TO ENTIRE AREA 



WBTW's programing staff are grad- 
uates of WBTY. the oldest and most 
experienced station in the Carolinas. 

This staff brought with it to WBTW 
not only a sharply precisioned know- 
how but a philosophy of operation; 
namely, that the greatness of an area 
station is measured hy the way it 
serves the diversified needs of all the 
communities that come within the sta- 
tion's orbit. 

While WBTW is making every ef- 
fort to give balance to its program 
structure, the staff s thinking and plan- 
ning has been conditioned to the fact 
that WBTW is not a metropolitan sta- 
tion but rather an area station. 

WBTW serves a number of large 
and small cities throughout a 26- 
county area extending into and over 
the two Carolinas — an area which, 
though predominantly agricultural, is 
undergoing rapid and sizeable indus- 
trialization. It recognizes that even 
the towns people and those in the ex- 
panding industrial areas are largely 
dependent on the farm population. 

With these factors in mind. WBTW 
has geared its programing to a diversi- 
fied population o\er a wide area and 
in its local live programing aims to 
serve the needs of a people spread 
over 26 counties. 

For example, on such programs as 



'"Southeast Almanac,'' a farm show- 
headed In Charles (I. Newton, Jr., and 
"'Editorial Page." a panel discussion by 
newspaper editors, the guests will in- 
clude farm agents agricultural spe- 
cialists and newspaper editors from 
throughout the area and not just 
WBTW's home city of Florence. 

"Southeast Almanac"" is the station's 
top locally produced show and WBTW 
considers itself fortunate in having 
obtained the full cooperation of Clem- 
son College Extension Service in pro- 
viding information and personalities 
for the show. 

WBTW regards ''Southern Hospi- 
tality" as another of its elite local live 
programs. This show's format pro- 
vides for both kitchen and livingroom 
sets and a broad range of interests and 
themes: recipes, homemaking tips, 
fashions, interviews and film clips on 
topical area events and whatnot. Jo Ann 
Hodge comes handsomely equipped 
for the versatile roles the program en- 
tails. For jears she served as Home 
Demonstration Club Agent in North 
Carolina and as home economist for 
the Carolina Power & Light Co. in 
Florence. 

WBTW's No. 1 daily live public 
service feature is "Lift Up Thine 
Eyes."' a vespers program that is 
scheduled in choice time. 



Good cooking and progrcssiie farming are major interests in the JTBTIT area. These 
interests are expertly satisfied by "Southern Hospitality," starring JoAnn Hodge, 
and "Southeast Almanac' conducted by Charles G. teuton, Jr. {interviewing farmer) 




PERSONALITIES- 



UJBTV 



CHARlOTTf 



THEY TYPIFY WBTV'S REPUTE FOR TOP-NOTCH TALENT 



/lnrtvslei 

■/ lop s/iorts per- 
sonality in the 
Carolinas : also 
very apt at news, 
special e i cuts, 
panel programs 



Fletrhvr 
A us (in 

Top-f light m.c. 
with any type of 
lively show: his 
background: shou 
biz and radio 



Kofi 
Iff on 

1 real pro and 
wit on variety 
anil interview 
shows: packs 
lots of grass- 
roots suvv\ 



Itrttif 

Ffpza i* 

She knows how 
to inject rare, 
touch smartness 
and showmanship 
into any 
hamcmahcr show 



Harris 
llnalvr 

Her ( harm and 
grot ion sncss 
blend pertci tl\ 
into "The Man 
/I round I In- 
House" shou 







Co tliu 
ffoim'.v 

Combines a ver- 
satile talent 
for emceeirtg 
women /irograms 
with flair for 
salesmanship 



Fred 
ftirfii; 

Strummed folk 
music on. many 

to]) radio sta- 
tions before he 

registered big 
with Youngsters 



Snsir 
Mr I ntyrr 

Developed her 
warm chatty 
style ot recipe 
deuionsli ation as 
travelling rep 
lor power company 



Alan 
1%'rtvramh 

His mastery of 
the ail lib in 
radio, aplomb, 

gave him solid 
pair of props 
for t v m.c.ing 



an 

,%*f«IHJI«»l* 

Fits patty into 
any m.c. role 
panel, music or 
hillbilly : stars 
also as story- 
teller to moppets 








CfijoV 
MrLean 

lit hough handy as 
music commenta- 
tor, he's best 
known to area 
for his daiJy 
" II ealhennan ■" 



floiif/ 

,IJotj**x 

A native of 
Tennessee who's 
made his mark 
as h top news 
announcer in 
the Carolinas 



Jim 

I*oll<»l\\OH 

I eteriin news- 
man with IT'BTI . 
holding late 
night spot, and 
a smooth salesman 



Halt 
Hoi f aril 

Suave, easy- 
going and an 
ingratiating 
practitioner 
of the ad-lib 
with ]>op music 



11 iffioiii A. 
11 artl 



Hauled high as 
sports announcer 
around the 
( arolinas ami 
has "the" gill 
for interviewing 




\ 



-PUBLIC SERVICE 




NATURE 
MUSEUM 







Many kudos have been accorded this 28-32 rating weekly stanza, now in its third year 



PUBLIC SERVICE PROGRAMS WITH STATURE 




WBTV has car- 
ried on the dis- 
tinguished record 
for public serv- 
ice that has been 
associated w ilh 
\\ BT the past 30 
year-, ll has rec- 
ognized it> social 
responsibilities as a great area station 
In providing not onlv it- facilities 
hut guidance and fiscal help. 

W'B'I \ has geared its sense of re- 
sponsibility to a unique policy and 
pattern of action. In manner of think- 
ing or planning there are no lines of 
distinction between commercial and 
public service programing. The level 
of production and expense is as high 
for one as the other. But what is even 
more noteworthy i- this: most of 
WBTV's public sen ice programs are 
spotted in valuable prime station lime. 

Here are a few examples of how 
WBTV treats its public service debt: 

1. WBTV wont sell time for re- 
ligious broadcasts but it does recog- 
nize the strong religious consciousness 
of the people within its area. It long 
ago set aside as a permanent "must" 
10 minutes of highly saleable early 
evening time. Monday through Friday, 
for a religious message ''Vespers"- — 
with the periods allocated among min- 
isters of different faiths. In addition, 
there's a weekly inspirational series 
conducted by the station's religious 
counselor. Dr. George Heaton. 



2. During political campaigns it sets 
aside prime evening time, entirely 
gratis, for opposing candidates to con- 
duct debates. 

3. WBTV devoted around $50,000 
worth of prime time to its ■'Conserva- 
tion Story" series, produced in coop- 
eration with state authorities. 

4. Scheduled in mid-e\ening time 
are two 13-week series of half-hour se- 
lious music programs, featuring mem- 
bers of the Charlotte Svniphonv or- 
chestra. 

Examples of other public service 
programs that WBTV is trub proud 
of are "Community AfTair " and "Ma- 
ture Museum." Both shows have rat- 
ings in the 20*s. '"Community Affair" 
L- boundless in scope and format. One 
week it may bring representative citi- 
zens together for discussion of a topi- 
cal municipal problem and the next 
week, join the local dailies in celebrat- 
ing newspaper week by putting on a 
\VBT\ -filmed documentary showing 
how these dailies put out an issue. 
Laura Owens, director of Charlotte's 
Nature Museum, conducts the other 
program and her mail pull is excep- 
tionally and consistently big. 

The following excerpt from a letter 
aply reflects how community leaders 
feel toward WBTV on this subject: 

"1 have been amazed at the amount 
of time your station and its people 
ha\e been willing to give to public 
service. . . . Another thing that amazes 
me is how willing \ou "he it!" 
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PERSONALITII 



WBTW'S STAR NUCLEUS 



t'htt fit's <•. 
Sfit'ltm. Jr. 

II mil faun 
editor & asst. 
county agent: 
served I ,S. abroad 
as agrirult ural 
field rep 



Jit Aim 

If Otltft' 

It' ilh emphasis 
oil cooking, she 
sened as homv 
economist jor 
(Carolina I'oiccr 
(o. in Florence 



ClmrlU' 
WWlwll 

1 1 ud eight yrs. 
with top stations 
II IHC, and If I'TF; 
avocation : acting 
in Little Theatres 



Jim 
Vltttfor 

(iivic-min tied, 
five-rear vet- 
eran hi broad- 
casting; former 
if FliC staffer 



Micfc 
Tan lor 

Dill jach-oj -all- 
trader, announcing 
on Carolina sta- 
tions, including 

irsjs-Ti', 

II instouSalem 
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UJBTV UJBTUJ 

CHARLOTTE FLORENCE S.C 




OSEPH M BRYAN CHARLES H. CRUTCHFIELD ) ROBERT COVINGTON KENNETH I. TREDWELL, JR. C. KENNETH SPICER 

•rf-iili-nt of Jefferson stand Incentive vice president and Vice pi esident in charge of V.p. in charge of programs Controller and assistant 

ir<l Hroadcnsting Co. ; pnrchascd mineral manager; 25 years in sales A promotion: developed and public relations; ranked secretary; authority on 

VIST in I'.Ma: pioneered in Carolina radio; 22 years with s & p departments to among na as leader in local live station financing and 

"arolniii tv with WliTV in 1^ WBT; neneial nisr since 1915 lion's finest in - yrs. with co. program development accounting Inanaeemeut 




THOMAS B. HOWARD WALLACE J. (ORCENSON M. |. MINOR PAUL B. MARION J. WILLIAM QUINN 

Director of Kngineer- General sales manager; Chief engineer: here WRTV sa'es manager: WBTAV managing director ; 

ing: 2S yrs. in field: 11 yrs. in broadcasting: 23 years; supervised in radio, tv seven yrs; eight yrs. in radio, tv: 

concentrating on .TSBC's has keen understanding technical installations previously supervised promoted here from WKTV's 

expansion & development of advertisers' problems of YVBTV & WHTW WBT it WRTV promotion program supervisor 



LACY S. SELLARS 

WliTV program director ; 
npped from tilin room 
supervisor; fonm-r 
professor of physics 



SAMUEL C. ZURICH 

\V HTV production sn 
pervisor ; spent years 
in radio announcing 
and programing 



JOHN P. DILLON 

Pronint ion super 
visor; advertisers 
like his creative 
i vs niirl follow thru 



CHARLES B. SEWARD 

fl'lll'V film editor 

l»uek_'r<>niel in pro 
du iin 'r dot ii riwnl a r v 

ed ilea t ion :i I pin 



|ACK BURNEY 

jtcaearvh director 
ex |>e rt on * a roll ria 
ma rki-la ; keen eon 
tuet for ad i*tr< n ies 



O. N BURCESS. 1R 

I'uhlli jl> dlri < tor . 
» rack Mji.mi- gralde r 
with WliTV stories 
in a reii in \s papers 






WBTV-TRAINED STAFF BRINGS 
WEALTH OF SAVVY TO WBTW 



Referring to a television station as '"a chip ofT the old 
block" may found odd, hut in the case of WBTW the phrase 
fils like I lie proverbial glove. 

About the only thing new in connection with WBTW" 
going on the air was its equipment and facilities. Kverj thing 
else bore the mark of full-grown maturity. 

Hoth management and staff came WB TV-t rained and experi- 
enced, bringing with them an operational pattern that has 
pained WBIV country wide recognition as among the hot. 

WBT. forerunner to WBTV and W BTW, is both the pioneer 
station of the South and the third oldest station hi the nation. 
\\ BT\ was the first TV operation in the Carolina*, going on 
tlic air commercially in mid-July. 1919. 

WBTW started off with an audience of 100.000 set-owning 
families. Its new building in Florence i* hut a smaller edition 
of the 18.000-foot show place that now houses WBTV and 
WHT. Basicallv CBS. WBTV and WBTW are affiliated with 
all four networks. 



\alional sr/lrs refMe&rntittires CBS TELEVISION SPOT SALES 

NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO ATLANTA 



Till pri (-million wii r»".e«rrhr<| ihi Mie scene rnct prcpnreit 
111 ti cnlti.iv l.v SPONSOR PnKsEVT.VrlONN. INC. un.lcr the 
Mni> I Inn nf Ilei- It.-t, r. for \\ ISTV .inn WHTW IV-lewd l-.y Dnn Duffy 









MELVIN PURVIS 

Station mgr: 13 yrs. 
radio operation ; law 
ofliee in Florence; 
formerly with FBI 



ROBERT L. RIERSON 

Program, and Produc- 
tion director; six 
yrs. with company: pre 
ducer for Xavy also 



EMIL A. SELLERS 

Chief eneineer; ex- 
asst. supervisor in 
WBTV's video control 
12 yrs. in radio, tv 



JOHN H. BROCK 



Sales 
from 



manager; uppod 
WHTV sales staff 



formerly promotion 
trt.-inacer of WIS 



WHITEFOORD SMITH 

Promotion director; 
W l!T\' trained ; former 
UP staff writer; also 
covered sports 



HARRY B. HUCHES 

Film director; was 

producer-director 

at WS.JSTV. Winston 

Salem; W UTVtraincd 



WKRC-TV 



316,000 watts 

on Channel 12 



CINCINNATI, OHIO 




WTVN-TV 



100,000 watts 

on Channel 6 columbus, ohio 



Don Chapin 

Mgr. New York Office, 

550 Fifth Avenue 



Ken Church 

National Sales Manager 



REPRESENTED BY THE KATZ AGENCY 
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BILL BRAMHALL, one of WEMP'S fa- 
mous air salesmen, emcees two great 
shows daily. His homespun style is oil 
his own, yet fits like a glove in the 
WEMP family. One thing is sure, il 
Bill says it's good, they buy it. Some of 
his national advertisers are: 

Coca-Cola, Oxydol, Omar, Simonizc, 
Robert Hall, Household Finance, 
Miller Brewing Co., Halo Shampoo, 
Musterole, Howard Johnson, Blu- 
tone Fuel Oil, Nesbitt. 

WEMP delivers up to twice the Mil- 
waukee oudiencc per dollar of Mil- 
waukee network stations.* Call Head- 
ley-Reed ! 



* Based on latest ovoilablc 
rotings ond SRDS rates. 



Pulse 




Michael J. Culliuane 

Advertising manager, Package Division 
Oakite Products, New York 



W hen Alike Cullinane, Oakite Products' ail manager of the package 
division, spin? around in his swivel chair, he's within easy reach of 
six sample packages of Oakite anil one portable radio. 

"And that's no coincidence," says he. "In 195-k radio was our 
major advertising medium. Over OO^c of our total budget went into 
announcements, the remainder into newspapers and store-distributed 
magazines." 

Oakite's major problem: using the firm's modesl advertising 
appropriation effectively enough to cut down the margin between 
Oakite sales and the sales of richer competitors like SpiV and Span. 

'"The way to do this, we feel, is lo concentrate on our best 
distribution area, concentrate on media suited to our purpose and 
concentrate on one major copy theme," Cullinane says. 

The current copy theme for Oakite is "Tough on dirt," but "so 
mild for your hands." This claim is in line with the firm's effort to 
attract the younger housewife. 

"The older folks in our distribution areas remember us anyhow,*' 
adds Cullinane. Oakite's best sales areas are the Eastern Seaboard 
and California. It is in these areas that the firm's 1954 year-'round 
radio announcement campaign was concentrated. Oakite's agency is 
Calkins & Holdcn. 

"On 10 January we're launching a new radio announcement 
campaign in our four most important sales areas — New York, New 
England, Philadelphia and Los Angeles." 

Oakite generally uses 20- and 60-second announcements, including 
a musical jingle. In major areas and during the spring and fall 
cleaning seasons, Oakite uses up to 26 announcements a week. In 
similar markets, the firm lends to use an average of three to five 
announcements weekly. 

Cullinane, who got into advertising "through the backdoor sales." 
keeps the Oakite distributors and retailers constantly informed of 
the firm's advertising effort?, emphasizes heavy merchandising in 
the eternal fight for shelf space. 

When not attending sales meetings or directing ad strategy from 
downtown New York, Cullinane can be found in his W'autagh, L. 1.. 
home, "puttering around," a generic term that he says includes 
everything from building thinjzs to gardening. * * * 



WEMP WEMP-FM 

MILWAUKEE 

MUCH EOICE, iH., Gin. M«r, 
HEADLFMEEO, MtU. Rip. 

24 HOURS OP MUSIC, NEWS, SPORTS 
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Storer 
Broadcasting 
Company 

announces the appointment of 

The 
Katz 
Agency 

Inc. 

as national representative for 

wjw 

Cleveland 



effective January 1, 1955 



- - - NOW - - - the Pacific Northwest 
joins the Storer scene 

KPTV, Portland's first TV station and the channel 
consistently ahead in sales, takes its place as a member of the broadcasting 
industry's best-known organization. I he Storer picture has always 
been the most profitable one for advertisers. Get the exciting story 
that goes with this picture noti . Call KPTV or 
your local NHC Spot Sales representative today. 

Oregon's MOST POWERFUL TV giant 




KPTV 



00$ 

TELEVISION 




channel 
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Admen pose top radio- 
tv questions for 1955 

SPONSOR provides answers to questions asked 
by admen (their pictures appear at right) 




5 I I X AS' S 1 tWART 
4. SIN(,t ITS IIORTON 

">. SHMWS U'INOKUR 
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^he 10 questions listed at 
the right were winnowed from 
a survey of sponsor and agency 
executives, all key figures 
in the radio-tv business. Each 
adman was asked to name 
one question which he felt 
would be of outstanding con- 
cern in 1955. While more than 
10 executives were asked to 
pose a question and more than 
10 questions were asked, it 
was arbitrarily decided to 
limit the final questions to 10. 
Five of the questions are 
answered in this issue and 
the other five will be answered 
in the next issue. 



ANSWERED I N THIS ISSUE 

Are spot tv rate increases entirely justified by additional viewers 
or are they, in part, based on the long list of advertisers who seek spot 
availabilities? Lester Krugman, advertising manager, Bulova Watch Co. 

2. What's the outlook for syndicated film in 1955? George T. LaBoda 
radio and tv director, Colgate-Palmolive Co. 

3 a Is there any chance that tv network advertisers will be able to add 
network radio in non-tv markets only so as to get 100% U.S. coverage 
with one network buy? Donald W. Stewart, advertising manager, The Texas Co. 

4, Are rising costs freezing out the small- and medium-sized advertiser 
from tv? H. H. Horton, director of advertising, Singer Sewing Machine Co. 

5. Do radio commercials today have the same impact as before tv? 

Samuel Winokur, vice president, Seeman Bros. 



COMING N EXT ISSUE 

£ a How can spot radio be made more exciting to an advertiser's sales 
force and dealers? Dr. Seymour Banks, media mgr.. Leo Burnett Co., Chicago 

7 What one- and two-station markets of importance will receive addi- 
tional tv stations in 1955? Adolph Toigo, president, Lennen & Newell 

Q # Will there be any drastic changes in network radio operations in 
1955? Lee Maek Marshall, advertising manager, Continental Baking Co. 

9. Will the use of network tv cut-ins be more prevalent in 1955 in order 
to assist in spreading the production cost of the network show over a 
variety of products or to underwrite new product testing in regional and 
spot markets? Donald Cady, vice president in charge of general adveriising 
and merchandising manager, The Neslle Co. 

"10. Will the tv network spectaculars be continued next season? Dr. 

Wallace II. Wulfeck. chairman, executhe committee. William Esty Co. 



illlllllttlltllHIIltltlllllllllllltllllllllllllllltllllllltlttllllllMllllill 
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Arc spot tv rate increases entirely justified by additional viewers 
or are they, in part, based on the long list of advertisers who seek spot 
availabilities? Lester Krugman. advertising manager, liulova Watch Co. 



2 



The methods tv stations use to set 
spot rates cannot be easily described. 
As a matter of fact, many of those fa- 
miliar with the subject say that no two 
stations go about it the same way. 

There is, of course, a relationship 
between rates and sets in the area or 
rates and the station's audience. But, 
as in all businesses, the balance be- 
tween the supply of the product (tv 
time I and the demand for it is bound 
to ha\e some effect on the price. And 
there are other factors, too. 

To get some idea of the connection 
between rates and set circulation, spon- 
sor asked Ward Dorrell, research di- 
rector of Blair Tv, to pinpoint the re- 
lationship in graphic form. (The re- 
sulting chart is shown below.) 



In explaining how he went about it, 
Dorrell said: "Obviously, there should 
be some relationship between circula- 
tion and eost per program or spot. 
Everyone concerned with buying or 
selling time would prohabh like to 
have a mathematical relationship to de- 
termine, the cost of the buy thev arc 
making. 

"'To show the relationship between 
rates and circulation — and by circula- 
tion I mean the number of tv sets in 
the station area, not audience as shown 
In syndicated audience measurement 
reports 1 set up a scatter diagram. 
Tv circulation is on the vertical scale 
and the 20-second Class "A" or "AA" 
anouncement rate is on the horizontal 
{Please turn to page. 106) 



IS THERE A RELATIONSHIP BETWEEN TV RATES, CIRCULATION? 

Chart below was made by Ward Dorrell, research director, Blair Tv, to find correlation 
between rates, tv sets in area. Each dot represents one or more of 150 mature tv stations 
covered in study, shows intersection of announcement rate, potential circulation. If rates 
varied exactly as circulation (that is, if cost-per- 1 ,000 was same for all stations), all dots 
would lie in straight line. Dispersed dots show rate vs. circulation varies, but tendency of 
the dots to cluster around the freely drawn line shows "some'" correlation, explains Dorrell 

■m- TV SETS IN STATION AREA 
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■ What's the outlook for syn- 
dicated film in 1955? George T. 
LaBoda, radio and tv director. Colgate- 
Palm olive Co. 



Here are the most frequently heard 
predictions: 

• This will be a shake-out year for 
film syndicators. Most film executives 
agreed that the big syndicators will 
bold their own or get bigger (Ziv. for 
instance, will double its yearly output, 
has set a production budget of $9.5 
million J. Some smaller firms may be 
bought out bv bigger ones (just before 
the end of 1954 MCA Tv bought Unit- 
ed Television Programs for an esti- 
mated $1 million-plus) . Some firms 
will fold altogether. 

• There'll be more syndicated film 
product sold but the increases won't 
be uniform. Sales for some may have 
reached a temporary plateau. 

• More daytime and across-the-board 
film programing will be offered to 
sponsors, stations. Guild is launching 
tw r o new daytime quarter-hour shows 
early this year and will offer more lat- 
er; Qffieial is announcing a new daily 
15-minute soap opera; Sterling will 
offer complete across-the-board pro- 
gram packages. 

• Syndicators will emphasize quality 
programs rather than quantity of pro- 
duction the next 12 months. TPA, for 
instance, plans to exploit the calibre 
of its shows, stressing plot and story- 
line. Screen Gems says s\ ndicators 
must turn out products comparable to 
the. best network shows. 

Along with these expected trends, 
which will embrace the whole industry, 
there are one or two sidelights. One 
is the emergence of station-owned or 
controlled film buying offices, centrally 
located and similar to the New 7 York 
department store "resident buyers" 
who buy for retailers all over the coun- 
try. Main objects: (1) Lower prices 
for films via volume purchasing and 
(2) ending the present pricing prac- 
tices whereby stations in markets of 
similar si/.e and set saturation pay dif- 
ferent rates for film. And syndicators. 
rather than trekking out to every tv 
station in the country, can make sales 
to a number of stations within one 
centi ally-localed buying office. 

Two of the film buying firms are 
Station Films, Inc., and TV, Inc., both 
located in New York. There are oth- 
ers in Baltimore and New 7 Haven, and 
others are in the formation stage. 

Station Films, Inc.. which buys 
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product for a select list of 20 outlets, 
has bought §2 million worth of film 
in the past 18 months and predicts a 
substantially higher volume for the 
next year-and-a-half period. 

TV, Inc., was formed last year at a 
meeting of tv station operators in Spo- 
kane, Wash., and now has about 50 
members. It expects about 100 mem- 
bers by the end of '55. 

Another sidelight on production. 
Some film people told SPONSOR there'll 
be more films made outside the U.S., 
possibly on Caribbean islands, in Mex- 
ico or in Europe. Reason: Lower pro- 
duction cost. 

The Jamaican Film Centre, for ex- 
ample, located in Kingston, Jamaica, 
has signed Mona Kent to write a day- 
time serial story. Miss Kent, who cre- 
ated and wrote Portia Faces Life for 
many years, will write about an Amer- 
ican family in Jamaica. It's expected 
that the Jamaica Film Centre will pro- 
duce film for U.S. syndicators as well 
as its own series. 

Here, listed alphabetically by the 
syndicator's name, are comments made 
by some leading film firms: 

(Please turn to page 63) 

7 

%9m Is there any chance that tv 
network advertisers will be able 
to add network radio in non-tv 
markets only so as to get 100% 
U.S. coverage with one network 
buy? Donald W . Stewart, advertising 
manager, The Texas Co. 

The idea of wrapping up complete 
national coverage of the United States 
through some kind of a combination 
network radio and television buy has 
received a lot of thought from admen, 
network executives. 

Reports have cropped up from time 
to time of the possibility of networks 
someday selling combined radio and 
tv networks. And, of course, there are 
simulcasts and taped radio versions of 
television programs on net radio. 

It's rarely been considered, a possi- 
bility to route a radio network around 
to non-tv areas, however, because of 
costs. Said one network official: "We 
would have to carry the signal through 
such a complex line-up that it just 
would not pay to put such a show on 
today. However, the question does 
suggest the possibility of a national 
radio show going out over a fairlv 
complete line-up of stations, with spon- 



sorship split up between one advertiser 
who wants to buy non-tv markets and 
another advertiser who wants supple- 
mentary coverage in television mar- 
kets."' It was a generally held view 
among network people contacted that 
routing a network completely around 
tv areas would be to costly without 
some form of split sponsorship. 

Use of net radio and net tv in com- 
bination via the same show is becoming 
(Please turn to page 107) 

4h Are rising costs freezing out 
the small- and medium-sized ad- 
vertiser from tv? //. 77. Horton, 
director oj advertising, Singer Sewing 
Machine Co. 

The fear that advertisers with small 
budgets were being frozen out of tv 
by rising costs has agitated advertisers 
and agencies since video began ex- 
panding more than four years ago. 

The buying side of video pointed 
particularly to network tv costs as 
stations and sets increased and lineups 
lengthened. This current season, as 
program and time costs reached new 
peaks and the era of spectaculars was 
born, the problem of the freezing out 
of the small firm seems to some to have 
more point than ever. 

One fact is pretty well agreed on: 
The small advertiser who wants to be 
on network tv with a show of his own 
is just out of luck. The economics of 
web video just won't permit it. Even 
some of the better-known tv clients find 
a full network show a burden and have 
to fall back on alternate weeks. (There 
are, of course, network tv clients who 
buy two or more alternate weeks to 
get audience dispersion.) 

However, the networks make the 
point that it is no more necessary for 
a small advertiser to have a network 
show of his own than it is for him to 
have a full color page in Life every 
w eek. 

Just as there are plenty of advertisers 
who buy half a column or less in a 
magazine, so there arc plenty who buy 
into the low-cost network participation 
shows. These participation shows, the 
networks say, offer clients some of the 
advantages of a full network show 
(such as being able to merchandise the 
star) plus some virtues that cannot be 
found in a full network show. 

The latter advantages can be sum- 



med up 1>\ the term "flexibility. An 
advertiser can buy in at practicalh a 
moment's notice. He is not limited to 
the rigidity of a 13-week or longer 
cycle but can come in and out as often 
as he wants. And his station lineup is 
more flexible than a regular show. 
I For complete details, see "Network 
tv participation shows: a buyer's 
guide." sponsor. 2°- November 1951.1 

The participation shows are dis- 
tinguished from others by the fact they 
offer minutes for sale. There are an 
even half-dozen of them on the net- 
works, four on NBC T\ alone. These 
are Today, Home and Tonight, which 
can be bought as a package, and Pinky 
Lee Show. CHS TV offers the Morn- 
ing Show in competition witli Today, 
while l)u Mont sells Paul Dixon. 

While none of the shows are in Cla.-s 
"A" time, they offer the compensating 
advantage of pinpointing specific kinds 
of audiences, such as women, children 
and the whole family. Two additional 
shows of this type, both intending to 
capitalize on the do-it-yourself trend, 
are expected to materialize this year 
on NBC TV and ABC TV. 

{['lease turn to page 1 OH I 

C 

%Ja Do radio commercials today 
have the same impact as before 

tv? Samuel Winokur, vice president. 
Seeinan Bros. 

"On the radio, you have your minute 
and )Ou have your chance. The impact 
you get depends on what you do with 
these." So spoke one adman (Charles 
H. Ramsey, Vice President, Berming- 
hain, Castleman & Pierce) recently to 
SPONSOK. 

And this about sums up what 
SPONSOR found in an opinion roundup 
of agency and research executives on 
the subject. When meaningful and 
properly built, radio pitches can be 
as impactful as ever, went the con- 
sensus, and in some instances, com- 
mercials are considered more effective 
todav than several \ears ago. (I his 
does not apph to their circulation 
but rather to effect on listeners. 

With the content (and the over-all 
"ear picture") of the commercials 
agreed to be all-important, other factors 
cited as affecting content — and. in turn, 
impact — were: 

• The unique position of radio with 
regard to the listener — its closeness. 
(Please turn to page 108) 
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How fWT admen composed "This Ole House" parody for Ford dealers 

Gu tar strummer Dwight Davis, JWT radio-tv copywriter, and would-be crooner Joe Stone, 
a Ford copy group head, wrote parody of "This Ole House," which kicked off one of 1 954's 
biggest spot radio sih ration campaigns. Ford dealers spent over $10,000 for the e.t. and better 
than half million for time on about 1,800 stations. It took agency six months to complete pro- 
duction, as obstacle after obstacle turned up. At the last moment, mother-to-be star became 
ill and it appeared impossible to record. Recording was finally done from a wheelchair 



Letters and wires from 

by Herman Land 

he Ford jingle sung by Rosemary 
Clooney tu the tune of her "This Ole 
House" record deserves a prominent 
place in the "Hit Parade" of 1954's 
singing commercials. 

It may have been exposed more 
quickly to more people than any other 
jingle of the past few years for it was 
a featured part of the gigantic Ford 
■saturation campaign introducing new 
models this fall. The campaign was 
hunched for efTeet into two weeks, in- 
voked more than 100,000 announce- 
ments on over 1,800 stations. (Time 
cost: well over half a million dollars.) 

The jingle has significance for more 
than the mere volume of its audience 
or the fact that it was received with 
foot-stomping enthusiasm by Ford 
dealers. It represents the use of spot 
radio in a way which has excitement, 
glamor, word-of-mouth carry-over — 
inerchandisability to a dealer force. 

Though the singing commercial 
dates hack to the 1920's ( SPONSOR, 13 
December. 1954, page 34), some ad- 
mm Users have only recently begun to 
discover the extra excitement values 
the> can create when they use inusie 
ami lyrics so listenable they become 
accepted as popular songs. Many jin- 
gles based on original music have 
achieved ibis status (a Station Repre- 
sentatives Association presentation 
now making the rounds among admen 
puis over a dozen examples on tape), 
lint I he J. W alter Thompson-originat- 
ed Ford jingle approached the same 
problem through a different route: 
JWT chose a record with a well known 
Hiiging star before it became a bit, 
hired the s;ime star to record a com- 
mercial parody, waited expectantly for 
I he sales figures to come in on prog- 
ress of the record. 

Bv the time the new Fords were un- 
veiled on 11 November, Rosemary 
Cloonev's "This Ole House" (on the 
Columbia label) was No. 2 in national 
popularity. Ford had ridden a winner. 
It not only had a commercial which 
was itself highly listenable but one 
which had already become cheerfully 
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ird's "This Ole House" jingle 

tell story of commercial wliicli cost $10,000, took six mouths to produce 



familiar to the U.S. listening public. 

As to results at point-of-sale: Deal- 
ers reported the greatest crowds in 
history filling showrooms. The gag 
went: "Please get some of the people 
out of here so I can sell ears." 

To get the story of how the Rose- 
mary Clooney jingle was put together, 
SPONSOR spent four days at JWT in 
New York and at the offices of Colum- 
bia Records whose "Mitch" Miller pro- 
duced both original and the commer- 
cial versions of "This Ole House." 

The commercial cost $10,000 
through to the master, took six 
months of hectic planning and ar- 
rangement-making from the idea stage 
to finished disks. 

Among the notable lessons to be 
found in the story is that he who seeks 
to tie in with the big-time glamor push 
name talent can lend must be prepared 
for hub-ub — whether it's a tv show or 
a radio jingle. Also significant is the 
flexibility which tape recording plus 
expert coordination provide — helping 
to solve problems created by tight tal- 
ent schedules. In this case there was a 
particular complexity: Rosemary Cloo- 
ney was expecting a baby, was eon- 
fined to a wheelchair when the record- 
ing date fell due. 

SPONSOR dug deep into the files at 
JWT. has pieced together the story of 
the "This Ole House" jingle in terms 
of the letters, and telegrams exchanged 
between New York, the West Coast 
where the jingle wa« recorded, and the 
Detroit office of JWT. 

The jingle hit the air in October 
but it was back in May of 1954 that 
the idea of using Rosemary Clooney 
was first disc ussed seriously at a three- 
day meeting in Detroit among JWT 
field re|)s on the Ford dealers account. 

We pick up the story with a note 
written by Ford radio-tv programing 
head Hob Rallin shortly after the 
agencymen returned to New York. 

(Senders and recipients of corre- 
spondence are identified initially in 
letters below which have been edited 
with JWT'e pormi««i<>n. ) 



May 16, 1954 

Jack Reeser (JWT a e in Detroit) 
Dear Jack: 

The three-day session of our field 
reps in Detroit was hectic and stimu- 
lating as always and . . . here arc some 
of the highlights of current thinking 

1. It will be a saturation approach 
bunching a great number of messages. 

2. This office will prepare recorded 
anounecments, both singing and talk- 
ing, for you to present to your dealer 
committees. 

3. We will make a special effort to 
get Rosemary Clooney, as discussed. 
Joe Stone is starting work on this. 

Robert V. Ballin (head of Ford 

RADIO-TV PROGRAMING AT JWT) 
« » * 

May 18, 1954 
Robert V. Ballin, New York 

Dear Bob: 

The more we consider the Rosemary 
Clooney tie-up out here the better we 
like it. The dealers remember her out- 
standing job for us in 1952 when she 
socked home the Ford version of 
"Come On a My House." We have felt 
that the technique of tying in with a 



popular number, either current or re- 
vival, gives us plus values that are un- 
beatable, even if not precisely measur- 
able. We had fine results with the 
Mills Brothers' rendition in 1953 of 
"Glowworm." Rosemary Clooney is one 
of the top vocalists in the field today 
and if the right combination of song 
and production can be attained, I have 
a feeling we'll have a winner. . . . 

Jack Reeser 

* * • 

May 22, 1954 

Jack Reeser, Detroit 
Dear Jack: 

Status of the Rosemary Clooney ne- 
gotiations: We are running into a 
problem. Stars today are afraid to as- 
sociate themselves too strongly with a 
particular product when competitors 
sponsor important tv shows. They fear 
being cut out of lucrative guest ap- 
pearances. Toast of the Town is an 
important show of this type. We 
should be able to assure Rosemary 
that doing a Ford commercial will not 

cut her off from this show. 

Mitch Miller, of Columbia Records, 

is going to talk with Ed Sullivan. As 
{Please turn to page 97) 



Rosemary Clooney recorded original version of "This Ole House," which reached hit status 
by time 1955 Fords were unveiled. Bearded Mitch Miller, Columbia Records, was producer 





10 JANUARY 1955 



41 





Jim Hovrst: Publisher of "Spot Radio Report" and 
"Factuary" plans to work with Rorabaugh to bring out quar- 
terly "Spot Radio Register" based on questionnaires to some 
700 stations. Report would be basis for dollar estimates 



iV. C. Itorubllllflh: Veteran fact-gatherer in spot field, 
"Duke" Rorabaugh uses questionnaires to survey 250 stations 
for his present "Spot Tv Report" and dollar spending pro- 
jections. This tv success may help new radio report 



Spot radio spending: 
out in Hie open in 1 ? 

Proposed services will provide dollar figures, rating's, campaigns 



»^[Hil radio i* still a tipsters para- 
dise. 

"You didn't hear lliis from me, 
Jack,'' a rep salesman may 1**11 an im- 
portant limebuyei, lowering his voice 
cautiously, "hut did yon know that a 
certain new detergent you know thr- 
one I mean lias hcen cheeking avail- 
ahililies in all of (he major markets 
m the East?*' 

"WalrV" says the timchuyer, rais- 
ing an o\ebtow in approved sp\ thrill- 
er tradition, 



by Charles Sinclair 



"Cot it straight from their agency 
this morning. It's going to he an 
eight-week saturation campaign. After- 
noon disk jockey shows. Mind you, 
this is not ollieial. . . ." 

And so it goes. Hut nohody seems 
lo enjoy these cloak-and-dagger tactics. 

"If there's one question from clients 
I hale more than an\ other," was the 
hpical comment of Donahue & Coe 
linieliUyer Kvelyn Jones. " I hat s the 
vftl. question which goes 'W hat is our 
competition doing in spot radio?' ' 



Over and over again, in a spot cheek 
of leading agency radio buyers in 
New ^ oik, sponsor heard such reac- 
tions. 

The reason is easy to find. Spot ra- 
dio, which hilled well over I he SI 25 
million mark in l°.>k is still the least- 
reported of the leading ad media. 

\\ ant, to know who's hujing what on 
the major radio and tv networks? 
Check with the networks' program 
schedules and station lists. Want to 
know how much the country '? loading 
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clients spent last year for magazines 
or network shows? Check with P.I.B. 
The top spenders in newspapers? 
Check Media Records. W ho are the 
top clients in spot television? Check 
with .V C. Rorabaugh. 

Want spot radio data? Co hunt for 
it. And be prepared to de\ole a lot of 
time to the chase. 

There's still no central source of 
''activity'' information in spot radio. 
You can get a certain amount of gen- 
eralized data from the 11AB and the 
Station Representatives Association. 
But detailed information lies hehind 
an iron curtain of client-imposed se- 
crecy. 

The fact that spot radio information 
has to be tracked down cloak-and- 
dagger fashion however doesn't stop 
people from trying. 

"Our biggest spot client. Procter & 
Gamble, doesn't give out any details 
of its spot radio campaigns. But that 
doesn't stop P&G from putting the 
heat on us to find out what its com- 
petitors are doing," a Compton staffer 
admitted. 

But there are a number of hopeful 
signs that much of the Foreign Intrigue 
may be removed from spot radio fact- 



finding this year. 

As this issue of sponsor went to 
press, these were major spot radio re- 
search developments: 

• Spot Radio Register: Jim Boerst. 
publisher of the monthly Spot Radio 
Report (which covers some 300 ac- 
counts at 60 agencies) and the Facta- 
ary, has plans for a new spot radio 
data-gathering service. As Boerst out- 
lined it to SI'O.NSOR, it will he "a cpiar- 
terly report, from which can he de- 
termined dollar expenditures in spot 
radio, based on information gathered 
from a cross-section list of some 600- 
700 radio stations." In producing this 
report, to be called Spot Radio Regis- 
ter, Boerst will work in conjunction 
with X. C. "Duke" Rorabaugh, who 
publishes his own spot tv report, and 
who used to put out a report on spot 
radio. Work on the data-gathering, 
says Boerst, will start "immediately.'' 
At presstime, Boerst set the tentative 
target date for March 1955. Cost to 
agencies: approximately $30 per quar- 
terly report. 

• A. C. Nielsen: With the local- 
level '"Nielsen Station Index" ratings 
launched, the Nielsen research firm is 
now considering the addition of a 



monitoring and data-gathering sen ice- 
to the NS1 ratings. Since early last 
\ear, Nielsen has had a purchase op- 
tion on Broadcast Advertisers Reports, 
Inc. of Darby, Pa. As outlined by Niel- 
sen executives, the additional service — 
if it is accepted — would go like this: 
Radio and tv outlets in New \ork, 
Philadelphia, Chicago and Washing- 
ton would be monitored on tape. Later, 
the tapes — each covering a week's 
worth of broadcasting — would he gone 
over by Nielsen researchers. Eventual- 
ly, a list of spot radio and tv activity 
would be prepared, broken down by 
advertisers, then by stations in the 
market, then by type of activity and 
frequency. The service, as a Nielsen 
executive voiced it, "might he expand- 
ed to cover all major markets- if the 
clients want it." Target date: "not 
definite." 

• Hooper: Prior to the tragic death 
of the late C. E. Hooper, the veteran 
researcher had put in motion a plan to 
combine local ratings with data on 
spot broadcasting. 1 lie plan is still on 
the books at the Hooper firm. As de- 
scribed to spo.NSOH, the new service — 
tentatively titled Hoopereports would 
(Please turn to page 104) 



The "Big itloiM'y" ill spat; Chart below, prepared by 
N. C. Rorabaugh, highlights need for brand-by-brand data on 
spot radio spending. Chart shows how a number of key brand 
categories have increased or decreased spot radio-tv spending 
over 15-month period. Total figures for period in spot tv 
topped $25 million; in spot radio, $11 million. Figures are 



net (not gross) for time only, were computed by using maxi- 
mum frequency discount rates on stations used. Data was 
gathered by surveying a cross-section of stations and reps. 
Brands in study included those of Colgate, Lever, P&G, Mon- 
santo, Manhattan, Babbitt, Fels, Charles Antell, Jergens, 
Mrs. Tuckers, Swift, Best Foods, Standard Brands, Block 



ESTIMATED EXPENDITURES— NET FOR TIME ONLY 



ST — Spot tv SR — Spot radio 


3RD 0 1953 

ssm 


4TH $j a s , 95 3 


181^954 


2ND sfts J954 


3RD sftsl 954 


DETERGENTS 


ST 
SR 


874,658 
1.484,199 


1,399,101 
1,484,199 


1,157,160 
1,063,017 


2,327,278 
694,824 


1.956,100 
5S0,601 


TOILET SOAPS 


ST 
SR 


338,575 


273,272 
338,575 


240,479 
35,219 


305,530 
95,332 


402.078 
131,620 


SHORTENINGS 


ST 
SR 


<r7,558 


97,620 
97,558 


158,843 
67,595 


209,014 
56,459 


269,440 
69.6S6 


MARGARINES 


ST 

SR 


42,942 
318,195 


514,836 
318,195 


1 ,084,022 
243,509 


722.793 
196,128 


240,816 
69,206 


DENTIFRICES 


ST 
SR 


5G9,842 
501,488 


1,024.254 
501,488 


1.597.352 
443,872 


1,612,558 
399,283 


1,879,553 
308,587 


HOME PERMANENTS 


ST 
SR 


663.421 

22.5*3 


415,415 
22,583 


337,381 
19,117 


699,2S9 
5,722 


931,765 
5.807 


SHAMPOOS 


ST 
SR 


422,900 
342,968 


511.043 
342.968 


607,987 
304,842 


3SS.366 
319.553 


705.902 
311.289 



TOTALS 

TOTALS 



ST 2,963,951 4,235,541 5.183.224 6,264.828 6.385.654 
SR 3,105.5i>l> 3,105,566 2,177,231 1,767,301 1.476.796 



Sunbeam: from nothing to 
,000,0(10 on tv in two years 

Traditionally lioavy magazine advertiser now uses tv as major medium 



A % Ipnv \ far.- ago the Sunbeam Corp. 
of ( Tirago was virtualh unknown 
anions air advertisers. Today it is 
one oi tv'- big spenders, its program- 
ing varving from da) time exposure 
v ia The Home Show to the lavish and 
costlv Sundav night spectaculars on 
NBC. Of an estimated 195.1 ad bud- 
fret of sG.OOO.OOO. about 50' { is allo- 
cated ti» tv: 30' < to the company's 
fonnerh dominant medium, maga- 
zines: 18' '< to newspapers. 

A— oeiation with such tv innovations 
as a davlime magazine of the air and 
the $320,000 spectacular which it co- 



sponsors with Hazel Bishop might 
seem surprising for an old conserva- 
tive company whose advertising has al- 
wav - avoided the -ensational in favor 
of the long-range approach. Yet the 
current tv pattern is quite in keeping 
with the ad pattern worked out over 
the \ ears in other media. 

Mere is how the magazine approach 
i.» applied b\ Sunbeam to tv, accord- 
ing to Al Widdi field. \ .p. in charge of 
advertising and sales promotion: 

1. Participations in NBC's Home 
Show correspond to insertions in the 
women s magazines. 



2. Sponsorship of the weekl) fam- 
ily-lv pe show such as the same net- 
work's Ethel & Albert- — whose fate is 
now in question — is equivalent to reg- 
ular appearance* in the family-appeal 
publications. 

3. The NBC spectaculars perform 
the same basic function as the color 
spreads in Life and The Saturday Eve- 
ning Post; they provide powerful mer- 
chandising to the all-important dealers. 

Sunbeam s first serious tv exposure 
did not come until early 1953 with 
sponsorship of Bill Henry's IFindoii 
Out of Washington program. In 
March, t lie company became the first 
to sign up for The Home Show, and 
added Ethel & Albert in May. And 
along with Hazel Bishop Sunbeam was 
in on the first NBC color spectacular 
in September 1954. 

Behind this combination of long- 
range consumer and high-point dealer 
promotion lie over 50 vears of experi- 
ence in the ''traffic." or small, appli- 
ance field. Sunbeam does not expect 
immediate results from advertising, 
hut is content to let it pa) of! over a 
period of lime because of what its 
market research has turned up. 

The essential lesson learned is that 
the eoinpanv"'- products Cofleemas- 
ter. Shavemasler. Electric fn pan. Bot- 
tle wanner. Toastmaster and other 
small appliances are not impulse 
items. Nor are they bought regularly 
to satisfv everv day consumer needs, 
for thev are in the "planned purchase*' 
class. Thev are purchased primaril) 
on "the gift buv ing occasion." around 
Chri-lnias. Mother's Day and other 
holidav s. 

As for the most effective form of 
advertising. Sunbeam is convinced that 
vvord-of-mouth recommendation lias 
done more than am thing else to build 
I he coinpanv's reputation. These two 



ft 



***** 



Elliot Saunders (r) director of N. Y. office of Perrin-Paus, and associate Tye Robinson 
produce commercials. They are shown here during rehearsal of recent NBC spectacular 



Tv color production still in a-b-c stage, is view of agency director 

'I here i- no renal road to color production on tv, i- view of Klliot .Similiter.- 
who co-produces Kiinheani commercial- for I'erriii-I'an-. Ho feel- iluil pro-- 
cnt stage of art mean- lunch trial and error before industry-wide standard- 
nro achieved. .Much ha- to he learned, for example, ahont color idiosyn- 
enieie- of various food-. Sanndor- find- that hamburgers ami Iiam- are 
iiiiphotogcuic, while pork chop-, chicken ami haeoii do heller before the 
tv camera-. Arciicj retain- Video Vital- to prepare di-he- for tv mm*. 
Sftiinder- estimates it take- ahont twice a- long a- black mid white to do a 
color commercial live, and i- much more evpen-ive. though costs are com- 
ing down. I'or he-I re-nlt- lie advises working clo-eb with network techni- 
cian-. I' Hm pre-enK other problems arising from unpredictable re-poit-c 
of t\ s\«Ieni to miiiic lines. 
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Sonbeom Color Spectacular" Network un NBC TV 



OVER 40-MILL10N 
VIEWER IMPRESSIONS 
PEP SPECTACULAR 

3 Spectaculars between Sept. and Christmas 




: "^t-T" -r'^_- ~C~*€- fc W* r x 



Sunbeam is a fervid proponent of merchandising, works diligently to 
keep its 200,000 dealers across the country well informed on the 
company's advertising programs through elaborate presentations like 
the one pictured. Company thinks of ad efforts as a national cable 



of sales promotion power which is useless unless the little dealer 
reaches up and plugs into it. Tv in particular has proved highly 
merchandisable, the company finds. Dealer response to first color 
spectaculars as special show-debut meetings was great, Sunbeam says 



factors are both reflections of the 
firm's emphasis on ([iiality, Sunbeam 
believes. By sticking to the quality- 
idea anrl never permitting its products 
to enter into price, competition, Ad 
Manager Widdifield states, the com- 
pany has been successful in maintain- 
ing an association with product su- 
periority in the public mind. 

Sunbeam's buying pattern presents 
a tough advertising problem. You 
work the whole year building impres- 
sions, hoping they will pa) oil on "the 
gift buying occasion." However, since 
there are only a few peaks in the pur- 
chasing curve, and they represent the 
results of accumulated impressions 
rather than of short-term intense cam- 
paigns, how do ) on determine w heth- 
er your advertising is working? 

Neither Sunbeam nor its agenc). 
Perrin-Paus of Chicago. ha\e ready- 
answers. Even though he has been 
associated with company since 1930. 
Widdifield is still groping for accur- 
ate measurements of ad effectiveness. 
"Unfortunately," he savs. "advertising 
for us cannot be air exact science. Fig- 
ures, ratings, and the like, are helpful, 
but in the final analysis, one has to 
fly by the seat of the pants, so to 



speak, and hope his judgment is 
right. What it comes to in the end, 
1 suppose, is common sense. Out of 
a mass of experience we try to arrive 
at a few conclusions, hi the long rim, 
1 imagine that what we are actually 
trying to build is demand motivated 




Team that guides Sunbeam ad program: left, 
Earl Perrin, president of Perrin-Paus agency, 
Chicago, and Sunbeam ad mgr Al Widdifield 



by consumer acceptance and good- 
will." 

That there has been considerable 
goodwill created in the past generation 
is evident from Sunbeam's volume rise 
from S2.500.000 in 1930 to $801)00.- 
000 in 1953. The company claims to 
be number one in the traffic appliance 
field, standing well in front of Gen- 



eral Electric and Westinghouse. It es- 
timates that Sunbeam appliances are 
being used in about 25,000,000 Amer- 
ican homes. Unit output is tremend- 
ous; the company expects it may ecpial 
this year's combined total production 
of all U.S. automobile manufacturers. 

What adds to the difficult) of evalu- 
ating the role of advertising in this 
growth story is its policy of allowing 
sales and promotion to rise together. 
Sunbeam does not believe in the spe- 
cial "splurge' designed to make a 
quick, (lash impression. Sales and ad- 
vertising are treated as two sides of 
the same coin. This is one of the main 
reasons why Sunbeam is not to be 
found among spot air advertisers; in 
addition it believe* in demonstration 
and regards the short announcement 
period as insufficient. 

Still. Sunbeam is convinced of the 
effect iveness of tv and feels that the 
medium may make possible a basic 
change in buying patterns that will 
affect the company's future develop- 
ment to some extent. Earl Perrin. 
president of Perrin-Paus a»enc\ . which 
has handled the Sunbeam account for 
22 years, states that Sunbeam will con- 
( Please (urn to page 91 I 
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^ ou get a different answer from 
every source when you ask how big an 
audience t\ commercials get. 

• Said a drug firm v. p.: "W e figure 
n>ugld\ that 50% of our program 
viewers see the average commercial." 

• Said a McCann-Fnckson executive: 
''We make it something like 60% or 
better — though we'd rather duck the is- 
sue with clients, since the yardsticks 
have been very rough." 

• Said the managing editor of TV 
Guide, Merrill Panitt: '"Our reader 
mail shows us that not all viewers like 
all commercials by any means. Rut 
most viewers realize the necessity for 
sponsorship and watch the commer- 
cials/' 

• Said a media analyst at Benton & 
Bowles: "It depends. Full-sponsorship 
commercials probably hit almost all of 
those who tune six minutes or longer. 
Participations reach the equivalent of 
the show 's average audience." 

• Said Oscar katz, research director 



commercials 



of CBS TV; "We assume that the pro- 
gram's audience is virtually the same 
as the commercial audience in most 
cases. And most of our CBS TV spon- 
sors seem to agree with us." 

Last week NBC TV released to 
spo.xsor results of a S6.000 pilot study 
which helps to answer the question. 
Here, for the first time, are its high- 
lights: 

1. The study showed far more peo- 
ple were reached by a network tv com- 
mercial than admen generally believed. 
In the total audienee of a full-sponsor- 
ship program. 94.4% of the viewers 
were reached by — that is. remembered 
having seen on tv — at least one of the 
program's commercials. 

2. A little more than two-thirds — 
67.2% — of program viewers were 
reached w ith all of the commercials in 
the program. That this figure is lower 
than the figure for at least one com- 
mercial. NBC TV feels, is largely due 
to normal turnover in the tv audience 
during the show. 

3. The average commercial in the 
full-sponsorship show under study 
reached about 80% of the total audi- 
ence, including those who have only 



watched for a few' minutes. 

4. Few people are so thankless to- 
ward television advertisers that they 
deliberately used commercial segments 
as an excuse to "take a break."' Only 
2.6% of the sample interviewed in the 
NBC T\ study said they avoided all 
of the. commercials in a network tv 
show. 

The findings may prove surprising 
to many — particularly to industry ex- 
ecutives who have long pegged the 
figures at lower levels on the basis of 
their own *'seat-of-the-pants" conclu- 
sions. 

They are likely to produce no joy 
among printed media salesmen who 
have often argued that the majority of 
tv viewers miss the advertiser's expen- 
sive, carefully produeed commercials. 

Anticipating discussion and/or 
counter-blasts, NBC TV has been care- 
ful to label the study "an experimental, 
'pilot job— relating to one broadcast of 
one program/ In addition, NBC TV 
has not set about promoting the study 
in ageney circles as the definitive 
answer but rather as "a useful, inter- 
esting study that might be the proto- 
type of extensive future research." 



NEW CAR COMMERCIAL — RECOGNITION AND RECALL 



FULL PART AVERAGE. 

PROGRAM PROGRAM ALL 
VIEWERS VIEWERS VIEWERS 



7. Recognized commercial 90.6% 53.4% 78.9% 

{when shown it) 



2. Recalled commercial 68.9% 30.8% 53.2% 

(without seeing it) 

% by whirh "recognition" tops "recoil": 48.3% 

New car commercial in pilot study done on DeSoto's 
"You Bet Your Life" (Groucho Marx) scored almost 
r 50% higher than in non-visual "recall" technique when 
film clips of show were shown in six-city Starch check 
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More Ilia 11 04% of viewers saw at least one of test pro- 
gram's commercials, new NBC "pilot" study shows 



The study is the most thorough of 
its type lo dale, utilizes a new research 
technique in evaluating the extent to 
Avhich viewers remember commercials. 
It's an important guidepost in the not- 
so-new search by admen for a figure 
that shows just how many people 
actually saw a tv commercial. 

(It's interesting to note that the 
problem of commercial atlenliveliess is 
not as pressing in radio. In fact, the 
situation is just the reverse. As Har- 
per Carraine, CBS Radio research di- 
rector, told sponsor: "You don't have 
to be watching radio to be reached bj 
its commercials. Radio follows people 
all over the house — particularly since 
the trend to multi-set homes began. It 
doesn't matter if radio listeners are do- 
ing something else while a commercial 
is on — they're reached anyway. Our 
own experimental research, made over 
a period of time, shows clearly that 
the 'average audience' of a network 
radio show is the same as 'average 
commercial audience.' This is one of 
radio's great sales values.") 

HaiLy round: How many viewers see 
commercials is a hot issue for admen 



concerned with close measurement of 
tv's cost efficiency. 

Former Borden ad manager Henry 
Schacte, now a v. p. of the Bryan Hous- 
ton agency, told sponsor: "We have 
some idea of viewing atlentiveness to 
commercials from looking at studies by 
Gallup-Kobinson which attempt to 
measure how well viewers can 'play- 
back' the sales points in commercials 
a day or so later. But we don't really 
have accurate figures on how many 
people altogether were reached by 
commercials — and we'd be most inter- 
ested in research on this topic." 

A policy-level v.p. of Young & 
Rubicam, 1954 leader in broadcast 
advertising billings, stated: "If the 
average viewer is a 'Vanishing 
American during tv commercials, we 
certainly want to know it. It affects 
the balance necessary between video 
and audio selling techniques in com- 
mercials we create for our network tv 
clients. Therefore, we plan to make 
this problem a part of our 1955 tv 
research projects." 

I here's nothing new about the prob- 
lem, either. 

From the earliest days of audience 




Hugh M. Beville, Jr., NBC TV's Director of 
Research & Planning, feels study provides 
indication that very few people avoid tv com- 
mercials and two-thirds see all commercials 



measurement, researchers have sought 
to check on commercial listening and 
more recently commercial viewing. 
Checking sponsor identification, for 
example, has long been a feature of 
the research techniques of Hooper and 
Pulse in radio, and Trendex and ARB 
in television. For years Nielsen carried 
a "Commercial Minute Rating" in 
radio, dropped it about four years 
ago since it almost always equaled the 
general audience level of the show. 
NBC and CBS radio webs. Politz and 

{Please turn to page 93) 




USED CAR COMMERCIAL — RECOGNITION AND RECALL 

FULL PART AVERAGE. 

PROGRAM PROGRAM ALL 
VIEWERS VIEWERS VIEWERS 



7. Recognized commercial 89.3% 68.5% 82.8% 

(when shown it) 



2. Recalled commercial 80.6% 47.4% 66.7% 

(without seeing it) 
% by which "recognition" tops "recall": 24.1% 

Sap narrowed on used car commercial, but "recogni- 
tion" still produced higher score than "recall." "Rec- 
ognition" average in study is about double average 
"noting" figure for color print ads in Starch studies 
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"Radio never went awaf 



WJK's Worth Kramer says radio's progress lias hoeii made despite throe 
destructive forces: ratings, merchandising, had husincss practices 




Worth Kramer, author of this article, is v. p. and 
general manager of H 7 Jl\, Detroit. lie's well known 
in industry circles for his rigorous opposition to 
forces which he believes hurt radio, for his con- 
struct ire approach to better radio, for his program- 
ing innovations. He opposes the use of ratings 
and merchandising as sales tools, is equally vehement 
in his opposition to off -rate card selling — "bargain 
basementism" as he terms it. His thinking on radio 
was expressed most recently this summer in an enthusiasti- 
cally received talk uhich forms the basis for this 
article. Admen and broadcasters alike will find his 
approach to building radio on solid ground stimulating 
and SPONSOR invites comment, pro and con, from readers. 



MP uring 1 lie past few weeks in )<>ur 
daily contacts vvilh fellow broadcasters, 
agency executives, and advertisers, 
vou. I ;rm sure, have heard, as have I. 
comment-; such as these -"Well, radio 
is showing signs of reviving."' or. "Ad- 
vertisers are rediscovering radio." or 
perhaps, '"Radio is certainly coming 
hack." 

Radio is coming hack ridiculous! 
Radio the universal, radio the vital, 
radio the '"everywhere 1 medium, never 
went invin. Try as hard as some of 
iu leadership has to send il avvav to 
give il a nice quiet burial il just 
never went. In its refusal to he "buried 
alive." radio can very well he likened 
lo the faithful dog which, though often 
abused h\ its master, maintains con- 



stant loyaltv to him. and after his oc- 
casional heatings, starts slowly wag- 
ging his tail, looks up to him with 
understanding eyes, licks his hand as 
il to say. O.K., that's over, where do 
we go from here? 

For the pasl few vears, radio has had 
to fight three major destructive forces: 
I 1 I use of ratings as a sales tool; (2i 
merchandising; ('$) had business prac- 
tices. It is. however, emerging all the 
stronger for its battles. 

First, lei's look at ratings as a sales 
tool, and before going into the subject. 
1 should like lo make il clear that if 
a •-tndv could he made which would 
give a tine reflection of actual listen- 
ing in all the places where radio is 
listened lo. 1 certain!) would he among 



the first to support such a studv. If 
all of t lie listening in living rooms, 
recreation rooms, kitchens, bathroom*, 
bedrooms, screened porches- -all of the 
listening in automobiles, in pleasure 
craft, in public places — could be truly 
measured, our job as radio broadcast- 
ers would certainly be a eineh. 

As a sales tool I consider ratings 
deadly indeed, not only to the indi- 
vidual station hut particularly to the 
medium itself. Our big joh as a me- 
dium is to gel allocated to radio its 
rightful share of the advertising dol- 
lar. How can we expect to accomplish 
this through ratings when ratings, by 
their ver\ nature, constrict circulation 
to a factor of per-program or even 
minute-by-minute lislenership as op- 
posed to the factor of total circulation 

-the selling tool of other major me- 
dia. 

Look for a moment at outdoor. The 
purveyors of outdoor advertising sell 
the medium by pointing out the excel- 
lence of their locations -the traffic, 
both pedestrian and car-borne, which 
(lows past these locations. In other 
words, they sell total potential — the 
traffic thai "goes bv " the people who 
aie available or in a position to see 
the board. Thev eerlainlv do ttot count 
the number of cars which stop before 
a given billboard location, focus their 
lights on il and view it. Yet. radio has 
trapped il-elf into doing the equally 
ridiculous counterpart providing, 
through ratings, the supposed actual 
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number of people listening to a given 
program. 

Newspapers — how do they sell? 
They sell their total circulation, the 
excellence of their features, the pop- 
ularity of their writers, the freshness 
of their comics, the excellence of their 
all around sports and news coverage. 
No one has ever heard of a newspaper 
salesman quoting the readership of a 
given ad on Page 56. 

Let s look at magazines. Advertiser* 
and ageneie- have been conditioned 
away from Starch's and other reader- 
ship statistics the\ have little or no 
influence. I've talked with agency ex- 
ecutives and advertisers who frankly 
state that in buying magazine space 
readership statistics are given little no- 
tice — \et these same people will de- 
mand ratings from networks and sta- 
tions and will go on to spend thou- 
sands upon thousands of dollars using 
ratings as one of the principal justifi- 
cations of their purchases. You've so 
often heard buyers say. "Well, you 
know we don't believe in ratings but 
we'd like to have them to pass on to 
the client." Actually, then, my point 
is that while advertisers and agencies 
have been educated to give very little 
importance to readership studies, we've 
permitted them to attach great and 
significant importance to ratings. 

I made it a point the other week to 
check up on how Life sells its space 
and was startled to learn that, among 
other things, they have their salesmen 
point out to advertisers that Life mag- 
azine o\er a 13-week period influences 
over 62^4 million Americans. As a 
salesman I tip my hat to Life — parlay- 
ing a basic five million plus circula- 
tion into the influencing of over 62 
million people in a 13-week period is 
a masterpiece of showmanship and 
salesmanship, but again I venture to 
say that they didn't accomplish this 
by even attempting, through reader- 
ship studies or ratings to show adver- 
tisers the number of people who read 
or even saw a given ad or a given ar- 
ticle in an) given issue. 

In describing traffic conditions in 
my home town of Detroit, one of my 
friends the other day termed it a "dog 
eat dog operation." Have not we 
broadcasters been guilty of pretty 
much the same type of operation? 
Ha\e we not concerned ourselves too 
assiduously to the job of selling 
against our competing stations in our 
markets that we've overlooked the real 



problem — that of providing our medi- 
um with sale-* tool* that compare fa- 
vorably with those used by other me- 
dia? We must enter the offices of ad- 
vertisers and agencies throughout the 
country with sales tools that give us 
equal stature and equal opportunity 
with other media. I say again that if 
we broadcasters permit advertisers to 
continue to attach great importance to 
ratings as far as radio is concerned 
and yet demand no equally constric- 
tive statistics from other major me- 
dia, we can be likened to a man enter- 
ing the lOQ.yard dash with a handi- 
cap of a 100-pound lead weight on his 
back. 

Some weeks ago I received a pub- 
licity release from a Midwest si at ion 
announcing an increase in day rates. 
I his pleased me no end until I read 
further. Now hold jour hats — the in- 




crease in rate> uas. based on rating.-, 
the index of which showed that Mid- 
west station some 70' < better than the 
second station in the market. My ques- 
tion is. Mr. Anthony, if next month 
that station's ratings indicate that they 
are only 40'* better than the second 
station, will they plan to reduce rates 
proportionately ? Much as I personal- 
ly admire the heads of some of the 
research firms, I want to go on record 
that they will not be setting our rates. 

You've probably gathered that 1 
don't care much for ratings but some- 
times they do provide a most amusing 
story like this one which emanated 
from another Midwest station. Per- 
haps you saw it in a recent trade pub- 
lication. A representative of WCAN, 
Milwaukee, made this contribution to 
the discussion of ratings at a recent 
{Please turn to page 88) 





RADIO NEEDS these stimuli to continue growth, Kramer believes 

SERVICE: Best formula for making a station important to its community is operation in 
accord with the FCC's regulation: ". . . that the public interest, convenience and necessity 
will be served. . ." It's one of the best guaranfees of business to follow, says Kramer, and 
"i know of nothing keeping public service broadcasts from being sponsored." 

TECHNICAL TOOLS AND PROGRAMING: Fundamental to progress are best possible 
technical tools. Equipment like mobile short wave and minitape should be available to take 
advantage of radio's natural advantage — speed. Good live talent should be sought out by 
each station rather than programing d.j. against d.j. each using the top 10 records as a format. 

IMPROVED BUSINESS PRACTICES, MORALE: ". . . on our station there is only one deal 
and you'll find it there in 'Standard Rate & Data.' Good business practice . t . begets good 
business." Within each station morale should not be allowed to lag due to diversion of 
management interests. Radio stations should have exclusive management personnel. 

3f! !p i^S 

RADIO IS HURT by these three self-imposed evils, says Kramer 

RATINGS: Kramer would favor use of ratings — if they measured radio's full audience. But 
they hurt radio because they underrate its audience. Other media, he points out, sell total 
circulation rather than seeking to stress to the advertiser how many people see individual 
ads. Radio should sell with tools which give it equal stature with other media. 

MERCHANDISING: Use of special point-of-sale and marketing tie-ins with radio hurt the 
medium because "... most plans with which I have come in contact, psychologically as 
well as actually, place radio ... in a secondary position." The salesman sells dump displays, 
choice billboards, car cards decals. He's selling everything except his product, radio. 

BAD BUSINESS PRACTICES: Off-rate card selling, talent concessions, special packages for 
special advertisers should be eliminated in favor of rates based on circulation, programing, 
cost of operation. ". . . let's make 'Standard Rate & Data' a bible, not the first book of a 
continued mystery story." (See text for full expression of Mr. Kramer's views.) 
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How radio forced distribution 




D.j. lips number of dealers 
nearly 400% in three months 



Jff ow do you reach the consumer 
with \our product when the retailer* 
don't want to stock it? 

The McMillan Products Co. of Hazel 
J'ark, Mich, found one way: It went 
directly to the consumer — via radio — 
and forced distribution. In three 
months, they increased the number of 
their retail outlets 400 r r . 

The product: Cement Dus-Top. a 
liquid coating designed to seal and 
du>t-proof cement basement floors to 
end the tracking of cement dust into 
the house. McMillan, an industrial 
floor contractor, had converted this 
product from an industrial to a con- 
sumer item, had repackaged and re- 
named it and launched it on the mar- 
ket in October 1953. 

The reluctant retailers: hardware 
dealers in Detroit. McMillan had ap- 
proached them initially with an in- 
tensive direct mail and personal-con- 
tact sales campaign. But by December 
1953, only 37 of them were stocking 
Cement Dus-Top- -a number far from 
satisfactory to McMillan. 



Something was wrong. Here was a 
product which solved an age-old house- 
hold problem (and also was right in 
line with the current do-it-yourself 
movement). There was only one other 
similar item in the field. McMillan 
felt sure of its consumer appeal, felt 
that retailers should have been snap- 
ping it up but the}' weren't. 

McMillan president. Robert C. Mc- 
Millan, and his sales manager, Russell 



case history 



L. Simpson put their heads together. 
Suddenly, a spark from McMillan: 

"All right! If we can't sell the re- 
tailer on Cement Dus-Top. we ll sell the 
consumer and he'll sell the retailer!" 

Once it was decided to approach the 
consumer directly, the next question 
was what was the best way? The firm 
felt it couldn't afford tv. Several print 
media were discounted, for one reason 



or another. What about radio? That, 
somehow, rang a bell for McMillan 
and Simpson. 

It so happened that both of these 
executives were fans of a Detroit disk 
jockey — Tom George — who had a 
daily afternoon stanza on WJBK. Ac- 
cording to the 1). A. Marks agency of 
Detroit (McMillan's agency), "they 
felt that his warm personality and 
down-to-earth sincerity were just what 
they needed to sell the public on Ce- 
ment Dus-Top." lie was the kind of 
d.j. who ad libs most of the com- 
mercial from a fact sheet on a product. 

So the Tom George Show got the 
nod. On 1 January 1954, Cement Dus- 
Top's message was launched on this 
program — one pitch a day, Monday 
through Friday, in an experimental 
four-week schedule. The copy included 
a phone number and an invitation to 
listeners to phone for Cement Dus-Top 
dealer locations. 

By the end of the second week on 
the air, the commercials were pulling 
{Please turn to page 97) 



Tom fit'orgo, I., WJBK, Detroit, disc jockey, whose patter Radio was used after direct mail, personal contact alone failed, 
opened up scores of new retail outlets for Cement Dus-Top floor Others in photo: (I. to r.), Bob McMillan, president, McMillan Prod- 
coating, pins up flag denoting another dealer for the home product. ucts; Pete Allen, a/e D. A. Marks agency; Jim Johnston, WJBK 





1 



portrait 

of a 
market 



ALBANY, Capital of New York 
Stale, lies ax the heart of WRCB's 
coverage area. As a center of gov- 
ernment, education and commerce 
for the Empire State, it is a vital 
part of the WRCB market area 
that includes 30 counties of New 
York, Vermont, Massachusetts and 
Connecticut. 




Represented Nationally 



by NBC Spot Sales 
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A General Electric Station 
in Schenectady 

The Capital District's Only Full-time Television Station 



NEW YORK ★ CHICAGO ★ CLEVELAND ★ DETROIT ★ SAN FRANCISCO 

LOS ANGELES ★ CHARLOTTE* * ATLANTA* ★ DALLAS* 
*B0MAR LOWRANCE and ASSOCIATES 
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iWic developments on SPOXSOIt stories 




S»H*: "t*l MRS": ulmi lho mraii lo radio 

sponsors 

Issue: » 3Ia> 19SI. page. 40 

K i * i. ^' se °f eumulaine raiiiiKs as an in- 
»III>JC1'I. ( j ( , x () f g ppouramV loial iiuilupli- 
calfd "'eirciilalion" 



\ou're bringing out a new product and you want to tell as many 
people alioul it as you possibly can fast. It would be helpful to 
know which stations will give you the biggest nnduplicated audiences 
in the shortest periorl of time. 

Soon two serviees will he available that provide this kind of data, 
including: a station's rating at any one time, its average rating over 
a period of time and — most important in the case outlined above its 
total nnduplicated audience over a specified period of time. 

This total unduplicated audience or "cumulative audience" is the 
total number of different people reached by one or more programs 
or announcements over a stipulated period. In order to get cumula- 
tive ratings you have to keep making audience measurements of a 
fixed sample of people (or homes) over a period of time to find out 
how many unduplicated listeners or viewers there are. 

Over a year ago A. C. Nielsen Co. began issuing cumulative audi- 
ence measurement reports for national radio programs. Then it 
recently announced that beginning next month it would issue reports 
on cumulative audiences reached by stations on the local level. The 
first two markets to he so surveyed will be Los Angeles and Philadel- 
phia, with more added regularly . 

Last month The Pulse. Inc., announced it would initiate cumulative 
audience reports for advertisers and stations in 24 markets. Dr. S\ d- 
ney Koslow, director of The Pulse, said the new measurement is 
needed because of the nature of spot broadcast advertising. 

"More and more advertisers are buying saturation-type schedules 
on individual stations,' Dr. Koslow said. "For these advertisers the 
quarter-hour ratings are not only inadequate hut also frequently are 
deceptive since they give no indication of the changing nature of a 
station's audience." 

The new report will cover "blocks" of time, six hours in each 
block, and will measure the post-midnight audience for the first time. 
Information will be gathered through personal interviews conducted 
at night. Reports will be on a semi-annual basis. 

Puke calls its new service Cumulative Pulse Audience (CPA). It 
will include: 

• The total number of people listening and viewing (both in- and 
out-of-home ) for all the tv and or radio stations in markets reported 
as well as the total number of people reached by any one station. 

• "Circulation" data for each radio and tv stalion. Figures on the 
percent of population reached over two weeks could be developed. 

These radio-tv "circulation" figures also could be used for com- 
parison with newspaper and magazine circulation figures. 

• Audience hirnover throughout the day and week. A station with 
an average rating of 2.5 and a cumulative audience rating of 1°< 
would have an audieneo turnover of 7 or <\ times. 

• The socio-economic level of people attracted lo certain stations 
also could he made available to advertisers. 

"The field work for New ^oik already is done. ' Dr. Koslow told 
sponsok. "and our first report will he out in a few days. 

The reports should make lime Inning easier, said Dr. Koslow'. be- 
cause an advertiser will be able to pick exaeth the audience he wants. 
He'll be able to find a solid core of listeners who listen or view a 
station hour after hour and who In- can convince through repetition. 
Or. on I he oilier hand, he can select an audience which is constantly 
(•hanging in order to gel a dispersion of In*. 
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Sales and Service Wed; 
Sponsor Blissful 

News Wins 
Steady Renewal 



Station WRAK, Williamsport, 
Pa., likes the number "13." One of 
its advertisers has sponsored an AP 
news program for that many years. 

It is the station management's 
opinion that this success story of 
consistent renewals is based on 
(1) genuine public service and (2) 
concrete sales performance. 

"Confair News," sponsored by 
the Confair Bottling Co., Williams- 
port, Pa., is broadcast over WRAK 
at 12 : 15 p.m. daily, Monday through 
Saturday. Holding an audience day 
in and day out for thirteen years 
has paid off in the increasing busi- 
ness enjoyed by this soft drink 
manufacturer. 

To quote the sponsor, Mr. Z. H. 
Confair, President of Confair Bot- 
tling, "We arc happy to renew each 
year, knowing that wc arc present- 
ing an invaluable public service, 
made possible by the comprehen- 
sive coverage of The Associated 
Press." 



And from J. Wright Matkey, 
Commercial Manager at 
WRAK, this comment: "We 
work hard to keep our sponsor 
happy . . . Associated Press is 
a welcome aid In renewing a 
satisfied account." 
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SPONSORS WARM TO AP 

Because . . . it's better 
and it's better known. 



"About 100 injured . . 
Sticking with it. 

Will call you back." 



Case History No. 4 

Merrill Morris, news director of 
WMTR, Morristown, N. J., had just 
arrived home. It was late. A full day 
at the station was behind him. The 
phone rang. He was told: 

"Bleachers at the Dover auto 
speedway have collapsed. Looks 
like a good story." 

Morris called The Associated 
Press, then headed for the speedway, 
15 miles away. Enroute, he picked 
up a police bulletin: 

"All available ambulances needed 
in Dover. Urgent!" 

The speedway was a scene of busy 
doctors and ambulance crews. A quick 
check gave Morris the broad facts. 

"Looks like about 100 in- 
jured," he reported. "Sticking 
with it. Will call you back." 

Although WMTR couldn't use the 
news until the next morning, Morris 
stuck with the story all night . . . inter- 
viewing doctors, victims, relatives. 

Finally the story was wrapped up 
and Morris went home to bed. 

Even as Morris slept, WMTR con- 
tinued to protect The AP. 

Station Manager Kenneth Croy 
and Nick DeRienzo followed up on 
the condition of the injured. 




Once again, Station WMTR - 
noted for being on top of the news 
— had done a top-notch job for The 
Associated Press and fellow AP 
members everywhere. 

"We give The AP the complete 
story as quickly as possible and 
wc hope other members will do 
the same. The more all of us con- 



tribute the better the entire 
report will be." 

Merrill Morris, Kenneth 
Croy and Nick DeRienzo 
are among the many thou- 
sands who help make The 
AP better — and better 
known. 



If your - station is not yet using 
Associated Press service, your AP 
Field Representative can give you A 
complete information. Or write— 
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Those who know famous brands... know the most famous name in news is IP 
10 JANUARY 1955 




Join the Ch 



* 
< 



The 5th Network-'"' my * e '*? «hrert«er'$ 

answer to his TV problem 



i, 



t's still a seller's market in buying national 
television time. Newspapers can add pages... mag- 
azines can add sections, hut as long as an hour has 
60 minutes and a week seven days, television will 
remain a seller's market. 



jT> j\ Figure it yourself. Choice time is 
# f- ^^^8:00-10:30 P.M. That's 5 one-half 



j \ hours a day. Allow for the full-hour 
shows and the multi-product adver- 
tisers with several time segments, and you can see 
why existing networks are limited to around (50 or 
70 sponsors forming the "Charmed Circle." 

Perhaps we've been lucky because right now four 
Screen Gems produced film shows are racking up 
enviable ratings on networks. We value our large 
national accounts, but know many advertisers can- 
not get network time, or feel that the rigidness of 
network control is not in their best interest. 

Fortunately for them— and they may be national 



or regional in scope— the networks do not hays 
monopoly on creative imagination. Fine prograi 
are being turned out in our studios in Hollywofr 
and New York, as well as by others. 

Advertisers need not be dependent on one nd r> 
work, one time slot. Good spot time is scarce 1* 
it is not unobtainable, and a really "hot" show Mr 
a faculty for clearing markets. 



^ /; '•"■• ','/ I hind °f netw 
J -his own. Be 



Each advertiser can create a n 
network— The 5th Net Ida 



iom out of the creail 
ability of producers of film enter 
tainment, and the administrative experience r 
advertising agencies, advertisers can tailor-mid 
their own "network," choosing their own marks 
and time spots, and retaining the freedom to mM 
their shows for even better availabilities. Furthe: 
they have a wider choice of programs and a greaU 
degree of control over format, talent, and materii 



med Circle 



this method, national advertisers can get cov- 
'; in every television market at less cost than 
ying those same markets on a network. Where 
dvertiser prefers to limit his coverage, and 
ppw can be sold to others in non-competitive 
';, the package producer can substantially re- 
the cost to the original sponsor. When a por- 
>f these savings is allocated for promotion and 
handising, you can get top audiences at lowest 
iper-thousand. 

Though your program may vary as 
to time or days, strong promotion as 
used by the film industry... in news- 
papers, advertising, publicity, and 
handising tie-ins... can more than offset the 
tted value of a uniform time period nationally 





We sincerely believe that The 5th Network— your 
own show, in your own time spots, on stations of 
your selection— is the only way you can join the 
Charmed Circle and attain a satisfactory rating. 

ratings We've done it for The Ethyl Corpo- 
ration through B.B.D.&O. And we're 



preparing a top-flight, top-budgeted 
■1 1 T Hollywood series now for the Falstaff 
Brewing Company through Dancer- Fitzgerald - 
Sample, Inc. at a fraction of its production cost. 
Others, too, are seriously considering this fresh 
approach to national advertising. 

If you would like to know more about The 5th 
Network and how it can work for you, why not get 
in touch with us now. We will be happy to sit down 
and discuss in detail a plan to fit your specific needs. 





Inc. 



TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y. • CIRCLE 5-5044 



The only company providing advertisers with Hollywood and New York custom 
produced national shows, syndicated programminy , and commercials— all on film. 
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Tv film shows recently made available for syndication 

Programs issued for national syndication since the spring of 7954. 



m 



Show name 



Svndicator 



Producer 



Length 



No. in series 



ADVENTURE 



Adventure Album 
Adventures of Rin 

Tin Tin 
Confidential File 
Jet Jackson, Fly- 
ing Commando 
Jungle Jim 
Jungle Macabre 

Mandrake the 

Magician 
Passport to Danger 



Time for Tune-0 



Interstate 


Toby Anguish 


15 min. 


Screen Gems 


Screen Gems 


30 min. 


Guild Films 


Guild Films 


30 min. 


Screen Gems 


Screen Gems 


30 min. 


Screen Gems 


Screen Gems 


30 min 


Radio & Tv 


Radio & Tv 


15 min. 


Packages Inc. 


Packages Inc. 




ABC TV 


Atlantic Prod. 


30 min. 


ABC TV 


Hal Roach Jr. 


30 min. 


AUDIENCE 


PARTICIPATION 




Official 


Alexander 


60 min 



30 min. 



CHILDREN'S 



Adventures of 


Danny Le« 


Irwin Rosee 


15 min. 


Danny Dee 








Adventures of Rln 


Screen Gems 


Screen Gems 


30 min. 


Tin Tin 








Boy's Railroad 


Association 


Association 


15 min. 


Club 


Films Inc. 


Films Inc. 




Let's Draw 


Geo. Bagnall 


Frank Webb 


15 min. 


Playtime with 


Sterling 


Jerry Bartell 


15 min. 


Jerry Bartell 








World of Wolo 


Geo. Bagnall 


New Albion 


15 min. 



Eddie Cantor 
Comedy Theatre 

Meet Corliss 
Areher 

Meet the O'Briens 
The Goldbergs 
The Little Rascals 

You Can't Take 
It With You 



Ziv 

Ziv 

Official 
Guild Films 
Interstate 



F ilms 
COMEDY 
Ziv 

Ziv 

Roland Reed 

Guild Films 
Hal Roach 



Screen Gems Screen Gems 

DOCUMENTARY 



30 min. 
30 min 

30 min. 

30 min. 
20 min. 
in min. 
30 min. 



DRAMA, MYSTERY 



26 
26 

39 
26 

39 
52 

26 

26 

117 

130 
26 
6 

52 
13 



52 

39 

39 
39 
100 

39 



1 mpact 


Natl. Telefilms 


Herbert Breg- 


60 min. 


26 






stein 






Norman Vincent 


Guild Films 


Guild Films 


15 min. 


39 


Pf ale 








Tenth of • Nation 


Essex Films 


American News- 


15 min. 


26 






reel 






This Is the Story 


Sterling 


Morton Tv Prod. 


15 min. 


52 


where Were You? 


UTP 


Blng Crosby 


30 min 


26 



All Star Theatre 


Screen Gems 


Sereen Gems 


m min. 


78 


Author's Playhouse 


UTP 


Morgan * Solow 


30 min. 


39 


Celebrity Playhous* 


Screen Gems 


Screen Gems 


30 min. 


52 


Conrad Nagel 


Guild Films 


Andre Luotto 


30 min. 


26 


Theatre 




Prod. 






Hit Honor, 


NBC TV 


Galahad Prod. 


30 min. 


39 


Homer Bell 


Film 








Hollywood to 


Atlas Tv 


Demby Prod. 


30 min. 


13 


Broadway 










Little Show 


Sterling 


Sterling 


15 min. 


39 


Man Behind the 


MCA 


Procktor 


30 min. 


38 


Badge 










Mavor of the 


UTP 


Gross- Krasne 


30 min 


29 


Town 










Most Likely to 


l 


Centurlan Prod. 


30 min. 


39 


Suetted 










Mr. & Mrs. North 


Advertisers' Tv 
Program Service 


John W. Leveton 


30 min. 


57 


O Henry Tv 


UTP 


Gross- Krasne 


30 min. 


39 


Theatre 










Paris Precinct 


MPTv 


Etolle Prod. 


30 min. 


39 


Shfriork Holmes 


MPTv 


Sheldon Reynolds 


30 min. 


39 


rj*lei of Tomorrow 


TeeVre 


G Foley 


30 min. 


26 


The star and the 


Official 


4-Star Prod. 


30 min. 


39 


Story 










The Whistler 


CBS TV Film 


Leslie Parsons 


30 min. 


39 



INTERVIEW 



Spotllte of Holly- 
wood 



Geo. Bagnall 



Hollywood Spot- 
llte Newsfllm 



15 min. 



MUSIC 



World's Greatest 
Fighters In 
Action 



The Big Fights The Big Fights 15 min. 



VARIETY 



Bride & Groom 
Dato with a Star 
Movie Museum 



Guild Films Guild Films 15 min. 
Consolidated Tv Geo. Bagnall 15 min. 

Sterling Blograph 15 min. 



WOMEN'S 



It's Fun to Reduce 
The Sewing 



Guild Films 
Zahler Films 



Guild Films 
Centaur 



15 min. 
15 min. 



Show name 


Syndicator 


Producer 


Length 


No. in sarin 




EDUCATIONAL 


Popular Science 
This is Charles 
L aughton 


Interstate 
TeeVee 


Jerry Fairbanks 
Gregory- Harris 


5 min. 
15 min. 


77 
78 



Connie Haynes 


Guild Films 


Guild Films 


15 min. 


39 


Show 










Florlan ZaBach 


Guild Films 


Guild Films 


30 min. 


39 


Show 










Frankle Lalne 


Guild Films 


Guild Films 


30 min. 


39 


Show 










Horace Heldt 


Consolidated Tv 


Geo. Bagnall 


30 min. 


26 


Show 










Music for Every- 


Sterling 


Sterling 


30 min. 


52 


body 










The Guy Lombardo 


MCA 


MCA 


30 min. 


52 


Show 










This is Your Music 


Official 


Jack Denove 


30 min. 


26 



NEWS 


Adventures In 


Sterling 


Telenews 


15 min. 


26 


the News 














PANEL 






Answers for 


Facts Forum 


Hardy Burt 


30 min. 


52 


Americans 












SERIAL STORY 






Heart of Juliet 


Official 


Chas. Irving 


15 min. 


195 


Jones 














SPORTS 






Adventure Out of 


Van Coevering 


Van Coevering 


15 min. 


26 


Doors 


Prod. 


Prod. 






All-Amerlcan 


Sportsslslon 


Sportsvlslon 


30 min. 


Not set 


Game ot Week 










Big Playback 


Screen Gems 


Screen Gems 


15 min. 


52 


College Grid 


Vltaplx 


Ray Gordon 


15 min. 


13 


Classics 










Greatest Fights of 


Mannle Baum 


Allan Black 


15 min. 


104 


the Century 


Enterprises 








Pro Grid 


Vitapli 


Ray Gordon 


15 min. 


13 


Classics 










Sports Mirror 


Geo. Bagnall 


Wlckham Film 


15 min. 


13 


Tciesports 


MCA 


Tel Ra 


30 min. 


39 


Digest 










The Big Fight 


The Big Fights 


The Big Fights 


60 min. 


52 


This Week In 


INS 


Hearst - 


15 min. 


52 


Sports 




Metrotone 






Touchdown 


MCA 


Tel Ra 


30 min. 


13 



52 



39 
26 
26 



39 
13 



'Nn l>n<llrnlor r.BUwl ss yet. SPONSOR ImlteP ail Iv film symMeators to send information on new films. 
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like this... 



are sure-fire. They Jift TV audiences right out of their 
seats — especially when spotted in "live" shows. 
Easy to produce, too — entertainment or commercial 
—when you USE EASTMAN FILM. 

For complete information — what film to use, 
latest processing technics — write to: 

Motion Picture Film Department 
EASTMAN KODAK COMPANY 

Rochester 4, N. Y. 





SPONSOR 





I. Xetv stations on air* 



cirr t state 


GALL 
LETTERS 

- 1 


CHANNEL 

NO. | 


ON-AIR 

date 


, ERP (kw)" 
Visual 


Antenna 
(ft)"' 


NET 
AFFILIATION 


1 STNS. 1 
ON AIR 


SETS IN 
MARKETt 
1000) 


PERMITEE & MANAGER 


REP 


/EST PALM BEACH, 
Fla.2 


| WEAT-TV 


12 


1 Jan. 


112 


320 


ABC 


WIRK-TV 
WJ NO-TV 


222 vhf 


WE AT. Inc 

James R. Meaehem. Drcs. 
& gen mgr. 


Walker 



James W. MeGaughney. 



v.p. 

E. H Cochrane, v. p. 
Russell 0. Morrow, tres. 



If. iS'eiv construction permits* 



CITY 4 STATE 


CALL 
LETTERS 


CHANNEL DATE OF ON-AIR ERP(kw)" 
NO. GRANT TARGET visual 


Antenna STATIONS J«ISr?« 
(ft)"' | ON AIR (000) 


PERMITEE & MANAGER 


RADIO 
REP1 


r ■ - - 

Urban ks, Aaiska 


11 29 Dec. 11 — 513 KFIR NFA North< "" Tv '"«• 

A. G. Hiebert. pres. 
J. M Walden. v.p 

B. J. Gottsteln. tres. 


III. Sew applications 


CITY & STATE 


CHANNEL 
NO. 


OATE 
FILEO 


ERP (kw)" 
Vlluil 


Antenna 
(ft)*" 


ESTIMATED 
GOST 


1 ESTIMATEO eTATinuo. 
1ST YEAR Tv STATIONS 
OP. EXPENSE IN MARKET 


APPLICANT 


AM 
AFFILIATE 


LO Hawaii 
INBURY, Pa. 

T 

)SEBURG, Ore. 

h — — 


9' 15 Dee. 2 kw 302 $33,035 $9,360 Hawaiian Bcstg. System KHBC 

J. Howard Worrall. pres. 
C. Richard Evans, v p. 
& gen. magr. 

38 23 Dee. 16 kw 880 $82,000" $196,000 Sunbury Bcstg. corp. WROK 

Harry H. Hadden. pres. 
Basse A. Beck, tres 
George S. Beck. v.p. 

4' 16 Dee. 5 kw 740 $100,450 $48,000 Southwest Oregon Tv 

Bcstg. borp. 

Noble B. Goettel, pres 

John T. Pleree. v.p. 



I 

BOX SCORE 



U.S. stations on air, incl. Post-freeze c.p.'s granted (ex- Tv homes in U. S. (1 Xov. 

Honolulu and Alaska (1 Jan. eluding 34 educational grants; '54) . '.1 2,202,000% 

'55) -120 1 Jan. '55) .183' VS homes with tv sets (1 

Markets covered 2.»2 Grantees on air .'112 Nov. '54) . 70.7% § 



Mil new c.p.'i and stations going on the tlr listed here are those which occurred between 
s D«c md 1 .lan. or on which Information could be obtained In that perlotA Stations are 
■Idered to be on ths air when commercial operttlon starts. "Effective radiated power. Aural 
rer usually Ii one-half the visual power. '"Antenna height above average terrain (not 
Ve (round), tlnformatlon on the number of seta In markeU where not designated as being 
a NBC Research, coniliU of estimates from the itatlorui or reps and must be deemed approil- 
te. IData from NBC Research and Planning. Percentages based on homes with sets and 
"nes In tv coverage aress are considered approximately. Tin moat cases, the representative of a 
lo station which Is granted a c.p. also reprssenta the new tr operation. Since at preeillme 



It Is generally too early to confirm tv representatives of most grantees. SPONSOR Usti the 
reps of the radio stations In this column (when a radio station ho been given the tv grant). 
NFA: No figures available it presstloie on sets In market. 

1 Thls number Includes grants to permltees who hare sine* surrendered their c.p.'i or who hava 

had thein voided by l*'CC. 2 Slatlon also win be able to cover, within Its Grade It cotitmir, Lake 
Worth, l'alm Beach. Tort Lauderdale. Ilottywioid and Mlsrol. ru. H6S ft. ilimc ground. '\m 
yet on air. ^Station would duplicate programs from KGMll TV. Honolulu. Applicant operates 
KGMB-AM-TV. "Most of equipment would he bought from WCItA TV, Cliiimbcrsburg. Pa 
'Station would be satellite of KB.U.-TV, Kugene, Ore ; KVA1.-TV owns 51 of applicant firm 
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TV ADVERTISERS ALL OVER THE MAP ARE SH 



P! 




In BIG MAF 

all these alert ai 

PURITY BISCUIT 

Phoenix, Ariz. 
Tucson, Ariz. 
Boise, Idaho 

BURGERMEISTER I 

Seattle, Wash. 
Spokane, Wash. 
Bakersfield, Calif 
Chico, Calif. 
Eureka, Calif. 
Fresno-Tulare, Ca 
Los Angeles, Calif 
Salinas-Monterey 

Calif. 
San Diego, Calif. 
San Francisco, Cc 
Stockton-Sacrame 

to, Calif. 
Las Vegas, Nev. 
Reno, Nev. 




JTTLE MARKETS, STATE and REGIONAL AREAS 

»lus many more, will sell with 'The Eddie Cantor Comedy Theatre' 



STORES 

t Colo. 

I TINE'S ALE 

t Me. 

II, Me. 

U, ven, Conn. 

Ijice, R. I. 

ii MasSi 

* ;hington, N. 

.iton, N. Y. 

■ N. Y. 

\ N. Y. 

':tady, N. Y. 

e, N. Y. 
teld, Mass. 

"9, Pa. 

=r, Pa. 

phia, Pa. 

iarre, Pa. 

gton, D. C. 
Va, 

Fla. 

rsburg, Fla. 

] 



SEGO MILK 

Butte, Mont. 
Great Falls, Mont. 
Boise, Idaho 
Idaho Falls, Idaho 

CONTINENTAL OIL 

Idaho Falls, Idaho 
Butte, Mont. 
|_| Billings, Mont. 

DREWRY'S BEER 

Chicago, III. 
Indianapolis, Ind. 
Fort Wayne, Ind. 
Elkhart, Ind. 
Davenport, Iowa 
Detroit, Mich. 
Grand Rapids, Mich. 
Lansing, Mich. 
Saginaw, Mich. 
Toledo, Ohio 

KULA-TV 

Honolulu, Hawaii 

KFDA-TV 

Amarillo, Tex. 



PRICE CREAMERIES 



WALL BROKERAGE 
COMPANY 

Greenville, S. C. 

ASSOCIATED GROCERS 
FOOD STORES 

Salt Lake City, Utah 

DR. PEPPER 

Roanoke, Va. 

FT. PITT BREWING 

Huntington-Charles- 
ton, W. Va. 
Wheeling, W. Va. 
Steubenville, Ohio 
Youngstown, Ohio 
Johnstown, Pa. 

CROWN ZELLERBACH 
PAPER PRODUCTS 

Colorado Springs, 

Colo. 
Pueblo, Colo. 
El Paso, Tex. 
Albuquerque, N. M. 
Honolulu, Hawaii 



WMIN-TV 



BLATZ BREWING 
COMPANY 

Eau Claire, Wise. 
Green Bay, Wise. 
La Crosse, Wise. 
Madison, Wise. 
Milwaukee, Wise. 
Neenah, Wise. 
Wausau, Wise. 

FORD DEALERS 

Abilene, Tex. 
Dallas, Tex. 
Lubbock, Tex. 
Midland, Tex. 
San Angelo, Tex. 
Temple-Waco, Tex. 
Tyler, Tex. 
Wichita Falls, Tex. 

JAX BEER 

Texas 

Oklahoma 

Louisiana 

part of Alabama 

COHEN FURNITURE CO. 

Peoria, III. 

JACOB'S PHARMACY 

Atlanta, Gc 




ESTES DEPARTMENT 
STORE 

Rochester, Minn. 

GRIESEDIECK BREWING 

Kansas City, Mo. 
St. Louis, Mo. 

BROWN DISTRIBUTING 

Columbia, S. C. 

KOB-TV 

Albuquerque, N. M. 

SOUTHLAND PROVISION 

Columbia, S. C. 
Charleston, S. C. 
Florence, S. C. 

ROCHESTER MILK 
PRODUCTS ASSN. 

Rochester, N. Y. 

FISHER BROS. 
SUPERMARKETS 

Cleveland, Ohio 

WIEDEMANN BEER 

Cincinnati, Ohio 
Columbus, Ohio 
Dayton, Ohio 





Hurryl 

Your market 
may fat 
snapped up 
soon. So 
write, wire 
or phone 
nowl 




ON THE AIR FROM 7A.M. TO 1A.M. 
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FILM PREDICTIONS 

(Continued from page 39) 

ABC Film Syndication, George T. 
Shupert, president: "This will be the 
year when the men get separated from 
the boys in the film syndication indus- 
try- There'll be a great variety of 
good product available for both day- 
time and nighttime use and competi- 
tion will be the keenest ever. 

"We at ABC Film Syndication have 
developed a production formula which 
will enable us to offer top quality day- 
time programs at very attractive 
prices. In addition we expect to intro- 
duce in 1955 at least three other new 
properties, each of which is distinc- 
tive from anything on the market to- 
day. And we anticipate continued suc- 
cess for our top-rated properties like 
Passport to Danger and Racket Squad. 

"Some film syndicators will have to 
close their doors in the coming year 
and although we personally will be 
sorry to see them go we know that 
the elimination of any but the most 
substantial companies eventually will 
strengthen the prestige of the entire 
industry and help to stabilize it. 

"This year will be a hard-sell year 
but we look forward with great eager- 
ness because we know it will be a year 
of great forward strides and profits 
for both our customers and ourselves." 

* * * 

CBS Television Film Sales Inc., Fred 
Mahlstedt, director of operations: 
"This year looks really good. Look- 
ing backward for a moment, I might 
say that 1954 was the best year in the 
history of CBS Film. Sales in 1954 
were up more than 200% over 1953. 

"This year we plan for expansion in 
our sales staff, promotion and public- 
ity operations. And we expect a great 
expansion in the number of new pro- 
grams we'll have to offer; there'll 
probably be at least four or five." 

* * * 

Guild Films Co., Reub Kaufman, 
president: "We look forward with 
triple confidence to 1955 — confidence 
in the increasing role of film pro- 
graming in television, confidence in 
the further expansion of the tv me- 
dium and confidence in our own fur- 
ther growth. 

"All of which adds up to increased 
employment of stars, technicians and 
related workers and greater prosper- 
ity for everyone in the industry. 

"Syndicated film now is entering its 
sixth year. It really went big time 
last year. It's now grown up in every 
respect — programing, sponsorship and 
number of stations. It grew rapidly, 
but it grew on a sound economic basis. 

"Our own production budget for 



1955 has been fixed at about $12 mil- 
lion. Our shows now are telecast more 
than 500 times weekly to a cumula- 
tive audience estimated at 90 million 
people. 

"Guild Films' gross contracts with 
sponsors, agencies and tv stations grew 
to nearly $5 million in 1954, compared 
with $1.7 million for 1953. Our per- 
sonnel grew to 356 last year compared 
with 77 in 1953. The number of our 
offices throughout the country doubled 
to 10 last year. 

"In addition to the programs al- 
ready under contract, at least three 
new half-hour shows and two new 
quarter-hour daytime shows will be 
launched early this year. 

"Our steady growth and the growth 
of the film field is impressive, but it 
doesn't mean there's any conflict be- 
tween live network shows and us. 
There's plenty of room for everyone in 

tv entertainment." 

* * # 

MCA Tv, Ltd., David V. Sutton, vice 
president and board member: "The 
year 1955 will be one of expansion and 
leadership for MCA Tv Film Syndica- 
tion Division. Distributing 22 quality 
tv film properties — the largest catalog 
in syndication — MCA Tv now has the 
largest sales staff in the television film 
industry, working from 19 offices in 
the United States, plus foreign offices 
in Canada, Great Britain and France. 

"New departments have been set up 
for station program sales and mer- 
chandising licensing during 1955. Lo- 
cal and regional advertisers will be 
serviced by a vastly expanded sales 
promotion campaign. 

"The MCA Tv sales staff, with one 
of the most extensive and well-bal- 
anced rosters of tv film properties now 
being offered, will make 1955 a nota- 
ble and record year." 

» * » 

Motion Pictures for Television, Ed- 
ward D. Madden, vice president and 
general manager: "This year will mark 
the survival of the fittest in syndicat- 
ed film programing. More than 250 
different syndicated film programs are 
on the air and the get-rich-quick film 
producers may find it almost impossi- 
ble to give away shows during the 
coming 12 months. In addition to the 
250 film programs on the air, sales- 
men for another 100 shows are knock- 
ing at the doors of prospective spon- 
sors. The result: The 25 best pro- 
grams — best in story, production, cast- 
ing — will continue to find ready mar- 
kets at fair prices while the medio- 
cre-to-poor programs will mold in 
film vaults. 

"The pressure for new and better 
programs in 1955 will continue to 
parallel the proved sponsor-and-audi- 
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U N DU PLICATED ! 



WWOR-TV. CH 
serves and sells 
WORCESTER | 
COIUNTY 



1 4 




THE NATION 



Now, * Over 71,000 UHF sets 
Receive the Best Picture on 
Worcester County's Only 
TELEVISION STATION! 

'As of January 1, 1955 



see PAUL H. RAYMER CO. 

1ST iTAVOtt In NtW FNGUNDS NO. 3 MAtktl 
A B C — ■ DUMONT 



.■Special^ ^ 
programming 

REACHES, 
SELLS 

L os^se\esB\G 
350,000 Negro WarKet 




joe Adams 

Nation's T«P 
Segro spirit- 
uals) 
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JOWL 

Hi J*** If 

10,000 WATTS 

Transmitter: los Angeles, California 
Executive Offices: Santa Monica California 

National Representatives: 
Forjoe & Co. New York, Chicago, 

Dallas. San Francisco 
Dora-Clayton Atlanta, Georgia 

GEORGE A. BARON, Gen'l Mgr. 
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WSAU-Tv 

WAUSAU, WISCONSIN 




CBS 
ABC 



NBC 
DuMont 



CHANNEL 7 

89,800 watts 

1,921 ft. above sea level 
540,000 population 

$662,899,000 

spendable income 
152,000 homes 

Represented by 
MEEKER, TV. 

New York, Chi., Los Angeles, San Fran . 



Stockholders Include 

KADIO STATIONS 

WSAl' - UTIIK - WATK 
NEWSPAPERS: 

W'ausati Daily Uecord- Herald 
Marshfieh! News Herald 
IVis. Kapids Daily Tribune 
Merrill Daily Herald 
Khinelander Daily News 
Antfgo Daily Journal 



ence-pleasing performances of new 
programs like Sherlock Holmes and 
Janet Dean, R.N." 

# * * 

NBC Film Division, Carl M. Stanton, 
v.p. charge Film Division: "We look for- 
ward to 1955 as the year in which new 
syndicated film programs of fine qual- 
ity — derived from both network tv film 
programs and from packages produced 
especially for syndication — will open 
up new opportunities for loeal, region- 
al and national sponsors, for the syn- 
dicators themselves and for the tv 
stations all over the country. 

"I think 1955 will probably be the 
most deeisive year in film syndication 
which in the past two years has grown 
faster than it did in its entire pre- 
vious history. 

"While the industry has grown up 
it has not really settled down — and 
several major problems remain to be 
solved before it reaehes a respeetable 
maturity. 

"The most urgent of these problems, 
we of the NBC Film Division believe, 
is the eurrent wave of price cutting 
and short term deals which threatens 
to engulf many film syndicators and 
degrade their programs. 

"Wc hope 1955 is the year in whieh 
this problem is solved." 

# * * 

Official Films, Inc., Harold L. Hack- 
et, president: "With the tremendous 
upsurge in our business here at Offi- 
cial Films, we see a new peak for syn- 
dication in 1955. 

"Sponsors heretofore confining their 
advertising dollars to print media or 
radio are realizing that syndicated 
programs of top quality result in great 
sales impact for their products. 

"Syndication continues to open big- 
ger and bigger markets for consumer 
goods and services, resulting in an at- 
mosphere we feel will be increasingly 
bullish." 

# * # 

Scrce7i Gems, hie., Ralph M. Cohn. 
viee president and general manager: 
"In 1955 the film syndication indus- 
try will continue to expand and grow 
in stature. Increased competition will 
force improvement in the quality of 
films for television. This also will be 
the year in whieh the last of the bor- 
derline and amateur producers will 
disappear from the business. 

"It will mark the growth of Class A 
film syndicators who will turn out 
products comparable to network pro- 
ductions." 

# * # 

Sterling Television Co., Saul J. Tu- 
rcll, president: "Our aim is to heavily 
increase sales in 1955. We're definite- 
ly out for a bigger share of the market. 
In order to increase business, we're go- 
ing to offer 12 separate ideas, or pro- 
grams, to sponsors and stations. All 
these shows — which will embrace 
women's shows, children's shows and 
so forth — are planned for an aeross- 
the-board scheduling. We believe in 
the across-the-board coneept, daytime 
as well as nighttime. 

"What we'll be selling this year will 
be programing, not shows. 

"Wc want to help stations solve 
their programing problems, not with 
one-shot single shows but with a com- 
plete package of programing." 



Television Programs of Ameriea, 
Michael M. Sillerman, sales manager: 
"The tv film companies that deserve 
to maintain their competitive position 
in the field in 1955 must offer a di- 
versity of properties. 

"When a salesman makes a eall, the 
prospective client should have no trou- 
ble in identifying the show being of- 
fered from the property he bought 
three months before. 

"We feel that part of our sueeess is 
based on the diversity of our proper- 
ties — Ramar of the Jungle is the only 
jungle show on the air; The Halls of 
Ivy is notable for its high level of 
urbanity and sophistication." 

* * * 

Unity Television, Arche Mayers, gen- 
eral manager: "A lot of things are 
going to ehange this year. As the last 
100 to 150 stations whieh have gone 
on the air iron out their problems, 
they ean see clearer. Their objectives 
won't be so obscure. They'll know what 
they want and need in programing. 

"The seeond big point: More and 
more stations find they can't live on 
the network rate card. They're buying 
more film programing so they'll be 
able to get 100 cents on the dollar for 
selling the show, rather than 33 '4 
eents on the dollar they get from the 
network. 

"Generally speaking, we found an 
improved sales position in 1954. 

"We set a $6 million sales objective 
for 1955. In the past 10 days we've 
gotten $270,000 in new eontraets." 

* * * 

Ziv Television Programs, hie., John 
L. Sinn, president: "This year Ziv will 
double the total product being distrib- 
uted as of the end of 1954. 

"And we're going to sign more top 
names in the entertainment world to 
star in the new programs. The trend 
in syndicated tv film today is toward 
starring top names in order to pro- 
vide instant audience appeal. 

"In addition, Ziv will continue to 
follow its policy of filming properties 
sueh as Mr. District Attorney and 
Meet Corliss Archer, both of whieh are 
among the oldest radio programs. 

"Ziv's gross volume over the past two 
years has increased two-and-a-half 
times. At present three Ziv shows are 
nearing the 200-market point. Anoth- 
er is in 170 markets. Two others are 
in more than 135 markets and the 
Eddie Cantor Comedy Theatre, al- 
though on the market for only eight 
weeks, has been sold in more than 
125 markets. 

"An expansion in the sales force is 
being planned to meet this increased 
production. And we also plan to great- 
ly expand our foreign distribution. 

"Lastly, in order to double our pro- 
duction in 1955. we spent $1.4 million 
for American National Studios (for- 
merly Eagle-Lion >, in Los Angeles. 
The studios are one of the major pro- 
ducing facilities on the West Coast. 

"They'll give us more than twice as 
much spaee as we've had with our 
present California studios. 

"Our 1955 production budget will be 
$9.5 million. New shows will inelude 
panel programs, situation comedies, 
musieal comedies, dramatie programs 
and science-fiction pieces." * * * 



OWNED AND OPERATED BY 

WISCONSIN VALLEY TELEVISION CORP, 
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*/r's iVat>!/ iradiiion that a broom be secured to the mast 
of a victorious ship returning to port, indicating a clean 
sweep of all her opponents. 



The September, 1954 Telepulse survey in the Wheeling-Steubenville market 
gives WTRF-TV a clean sweep in every category. Not only were the top 25 most popular programs 
on WTRF-TV, but 63.5% of the viewing audience between noon and midnight were tuned to WTRF-TV, 
Wheeling. This, Friends, is known as dominating a market, not just slightly but so predominantly 
that there can be no question that the only way to reach this billion dollar market is with WTRF-TV. 
And here are the reasons for this overwhelming domination: 



1. WTRF-TV's 316,000 watts on channel 7 delivers a clearer, sharper 
signal all hours of the day and night. 

2. NBC programming, supplemented by ABC shows, topped off by 
WTRF-TV's own programs designed especially for the viewers in this market 
are obviously what most people want most of the time. 

3. Constant promotion and untiring publicity keep reminding viewers of 
WTRF-TV, the BIG station in the Wheeling-Steubenville market. 



If you are interested in selling this important market, call any Hollingbery office or 
Bob Ferguson, VP and general manager direct at Wheeling 1177. 



WTRF-TV 



WHEELING, W. VA. 

CHANNEL 7 • 316,000 WATTS 
NBC Primary # ABC Supplementary 
Represented by Hollingbery 
Robt. Ferguson . VP & Gen. Mgr. 

Telephone WHeeling 1177 
Now equipped for network color 
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THE attiy STATION 
COVERING THE 

SiCCiOtt Z>&CU* 
ROCK FORD-MAD I SON 
AREA MARKET 



OVER 

f.000,000 
PEOPLE IN THE 

FIRST Sty MARKET 

WEST OF CHICAGO 



WRITE FOR 

WREX-TV 

COVERAGE MAP 

Showing this tremendous 
non-duplicated CBS Coverage 



CBS -ABC NETWORK 
AFFILIATIONS 

45,700 Watts E. R. P. 

represented by 
,H-R TELEVISION, INC. 




(Continued from page 6) 

When Mr. Henry Ford the first made the comment, "They 
can have my car in any color they want just as long as it's 
black," he had the good fortune to be talking to the sex that is 
usually reticent to argue and conservative to a fault. The 
present two-tone pastels, the rakish lines as well as lush in- 
teriors, can be attributed solely to the ladies for that's what as 
well as who created the demand. Men lost this battle the day 
they let women put flowers in the vases of the old Mercer. So 
today there are car ads in Vogue and Harper's and the car 
copy in general books is slanted toward the Mrs. while dam- 
sels deliver a good many of our tv and radio commercials. 

As for the medium itself, from early morning to the chil- 
dren's hour is ladies* day in television; this is as true less ob- 
viously at night but just as surely. 

Other than a few programs such as Gillette's Cavalcade of 
Sports, Canadian Football and Featherweight Boxing Fiestas, 
there is hardly a show in which women viewers do not out- 
number the men. The norm is about 45% to 31%. variations 
depending upon the time slot, type of program, feed-in. Com- 
petition and so on. Whodunit or quiz, comedy or musical, 
spectacular or unspectacular, the weaker sex is there in force. 

Thus if you accept the premise that women in addition to 
doing the buying do the deciding in the va>t majority of pur- 
chases made; if you have learned either through statistics or 
by slyly watching your wife that there is scarcely an area in 
which she doesn't east the only ballot that counts, it will 
gratify you as an advertising man to discover that television 
offers a predominance of this dominant sex. Sir. do not be 
disgruntled as you watch the medium, replete as it is with 
bumbling husbands (Desi, Ozzie. Stu. Barry, Kay, Danny, 
Hill et ah). Doift gnash your teeth or lose any sleep over the 
fatale of tv femmes and the wisdom of tv wives. Just keep in 
mind that tv is a woman's world in the very same way that the 
world is a woman's tv screen. * * * 



f WREX-TV 

R0CKF0RD, ILLINOIS 



MA'tti'VS to Uoh Foreman are welvomvtl 

Do yon always agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs?'* Hob and tlic editors of spon- 
sor would be happy to receive and print comments from 
readers. Address Bob Foreman, e/o SPONSOK, 40 F. 49 St. 
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And Mt. Washington TV is "the 
best darn salesman you 've ever 
seen!" No wonder the sponsors of 
Disneyland, Jackie Gleason, Climax 
and Shower of Stars . , . to mention 



a few, have been sold on the Moun- 
tain. It reaches most of Maine, New 
Hampshire and Vermont at about 
half the cost of any other 3 TV sta- 
tions in the area combined. 



c WMTW 



John H. Norton, Jr., Vico Pros, and General Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, Inc. 
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BOOK 



TRACTORS 



'ON^OH: North Vnierican "Mexen-- Co. 



\GENCY: Direct 



C\M I K t:\M-: Hl^TOR^ : To promote its car book in 
tlw Los Angeles area the \orth American Stevens Co. 
bought }r>-minute e.i's on Sunday evenings for jour 
weeks. Orders started pouring in so fast that one com- 
pany official. \lr. E. Schwartz, said, "A \ A gave us our 
lowest order costs of anx station used during our cam- 
paign. Orders keep coming in even from repeals on the 
same time sf>ots.' Program cost $109.97 a neck. As a 
result, \orth American has started a \3-iieek series on 
k\ \ this month [January). 



K\\. I..- Vn-. 



PROGIi 



lo minute e.t. s 




results 



KITCHEN UNITS 



>PONSOR: Ual.ee Plumbing Co. \GKN(A ; Direct 

CAPSl'LE CASE HISTORY: A guessing contest on ra- 
dio pulled 17.3 12 prospects for the Mabee Plumbing Co. 
A 20-acrc pumpkin field was selected and contestants 
were asked to guess the number of pounds to be har- 
vested from it. Clues were displayed in the Mabee show- 
room and l't> announcements were run over WPEO. Cost 
was $7.05 an announcement. After the contest the sales 
staff went to work on the mailing list compiled from the 
postcard answers. Months later, sales are still coming 
into the Mabee Co. for their kitchen installation units as 
a icsiilt of the contest. 



\\ l'KO, IWia. 



PI6H.K \nnoiinrenient- 



sPONSOK: Manning- \\f*i brook Truck 
& Tractor Co. 



\GE.\C\ : Diret, 



CAPSH.E CASE HISTORY: A single mention about 
used tractor buy brought 30 walk-in inquiries to th 
Manniug-W eslbrook Truck & Tractor Co. The company, 
a local I nternational-llarvester dealer, co-sponsors a 15- 
minute program of religious music three times a week 
Program. Harvest of Hymns, has brought numerou, 
advertising and sales promotions successes to the sponsor.] 
company reports. Cost per program to Manning-West- J 
brook is $4. Sponsor calls its ratlio advertising budget 
''the best money ue ever spent." 



W'BAVi. Barnwell, >. C. 



PROCR Harvey of Hvi 



FLOUR 



-SPONSOR: Quaker Oat* Co. 
CAPS I IE CVSE HISTORY 



\CE.\CY: Clinton E. Frank Co. 
//( an effort to increase 
sales for Aunt Jemima Self-Rising Flour in the Xeu 
) ork area, the Quaker Oats Co. launched a radio cam- 
paign. With two daily programs on U U l\L. Doc Wheel- 
er*.* Morning Spirituals and Dr. Jive, iw the afternoon 
[three \5-rninute segments a week each), sales soared 
"considerably" in a year's time. Cost was $250 a week. 
WIFRJ. and the Quaker Oats Co. started a joint mer- 
chandising campaign using window displays, posters, 
counter cards and contests. In one contest station re- 
ceived 6.000 requests for a free record. 

WW RE. New Wk PROCRVM. IW Wheeler's Morning 

Sph ilnal-; Dr. Jin 



DRY GOODS STORES 



SPONSOR: Cooke\ille Dry Good- As*n. AGENCY: Direct 

CAPSI I.E C\>E DISTORT /J a bits can be changed b) 
radio. ITs customary for the dry goods shops in Cooke- 
ville to close on Wednesday afternoons. This year the 
group of stores decided to remain open on the Wednes- 
day afternoon before Thanksgiving. Sot knowing what 
to expect, the stores bought air announcements to run 
only on Tuesday and Wednesday, spending just $50. 
Every store in town reported brisk business. One store 
did five times the volume of business it had done on the I 
corresponding Wednesday last year: another reported a 



s ponding 
volume seven limes greater. 

Will li, Cooke\ille. Trim. 



PROGR \ M: \niiounrement* 



HOISTS 



s|»0\SOR : llnr-h IlylrauH'e lloi-1 Co. \(,EN<A: Direr! 

CAPSII.E CASE 1IISTOIO: A \:\-week radio campaign 
provided valuable follou-up leads for the Harsh Hy- 
draulic Hoist Co. I sing early nmtning radio, the com- 
pany schedule// five announcements per week. Announce- 
ments acre geared towards arousing enough listener 
interest to request a booklet on hoists. /' aimers were 
told that for Km- a day they could unload harvest anil 
oilier farm products with the Harsh hydraulic hoist and 
a piik-up. trader or truck. Coin puny received 650 re- 
quests for booklets. On follow-up colls six hoists were 
sold and 31 persons indicated in lei est. Average cost per 
hoist is $300: total tost of sponsorship was £1.625. 

KO\. Denier PKOGliVM. Western Urelkf M Bell. 

nniinniiceiueiii . 



BLANKETS 

SPONSOR; Crown Furniture Store \CENC\ : Direct 

CVPSl'LE CASE HISTORY : Crown Furniture Store de- 
cided to test radio pull with u special Sunday morning, 
telephone promotion on 90 blankets it had in slock. Slorr 
bought eight announcements for 7 i\ member. Blankets 
sold for $7.77 and were available for ~~c down ami $1 
a week. A number of special operators were placed in 
the store to lake calls, liy afternoon the 90 blankets in 
slock were completely sold out and 90 more had to be 
ordered from Atlanta. Store also opened 51 new accounts 
as a direct result of the radio promotion. The cost to 
sponsor was $36 and netted company $1.39!5.60 sales 
in one day. 

\\k\li. Mobile PHOGKVM: \mioniiceirient* 



UUERD 



ATLANTA'S TOP INDEPENDENT 
MOVES GOODS FAST IN THIS 
$100 MILLION MARKET 



The WERD listening audience 
predominantly made up of the 
290,000 Negroes in the WERD 
eoverage area, is responsive, 
loyal and partial to the 
speeiallj'-designed programming 
of this Negro-owned and managed 
1000-watt outlet 

More and more national 
advertisers are discovering 
that the magic formula for top 
sales in one of America's 
top markets is 



UUERD 



AMERICA'S FIRST NEGRO- 
OWNED RADIO STATION 

860 kc 1,000 watts 

Kadio Division — Interstate United Newspaper, Inc. 
Represented Nationally By JOE WOOTTON 
J., B. BLAYTON, JR., General Manager 
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• ► , Some folks count sheep. ' m 

f. ^^rVroad.as«„ 9 Co m pa„y, however, clears ' V , ^ 

of service in the public interest. And 
pledges to expend every effort to make 1955 

as memorable as the fwenty-seveiTStiorer years 



that have turned the ifeejid of memory. 

si- 







7. 



7/ + x^ym 





WSPD • WSHD-TV 

Toledo, Ohio 

WJW • WXEL-TV 

Cleveland, Ohio 



A KPTV WAG^'WAGA-TV 

>rtland, Ore. Atlanta, Ga; 

WBRC • WBRC-TV WWVA 

Birmingham. Ala. Wheeling, W. 

NATIONAL SALES HEADQUARTERS: 



WJBK • WJBK-TY 

Detroit, Mich. 

WGBS • WGBS-TV 

Mjami. Fla. 



TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales Mgr. 

118 E. 57th St., New York 22/ELdorodo 5-7690 * 230 N. Michigan Ave./ Chicago 1. Franklin 2-6498 





TO SELL 
JACKSONVILLE 

(and the rich Northeast 
Florida market . . .) 



WJHP-TV 

Channel 36 

§ § § 

76,500 UHF SETS-IN-USE 

§ § § 

ABC • NBC • DuMONT 
Television Networks 

§ § § 

For rates, availabilities, and oth- 
er information, call Jacksonville 
EX 8-9751 or New York MU 
7-5047. 

§ § § 

WJHP-TV 

JACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 

Represented nationally by 
John 11. Perry Associates 




agency profile 



Curt A, Peterson 



V.p. and radio-tv director 
Marschalk and Pratt Division, McCann-Erickson, New York 

Curt Peterson is a tall, silver-haired man who looks as though 
he'd be at ease on either side of the footlights or a tv camera. And, 
as a matter of fact, he has been. Some 30 years ago. when he came 
to New York from the University of Oregon, he started out as a 
singer. 

'"1 studied voice in pretty good compaii}."' Peterson recalls. "Two 
of my fellow voice students were Thomas Dewey and my wife." 

Curt Peterson himself married a theater actress. Ruth Matteson. 
Mrs. Peterson, of course, continued her acting career, including 
numerous Broadway and tv shows. She's currently appearing in 
Sailor's Delight with Eva Gahor. 

"The show's supposed to hit Broadway sometime in January," 
Peterson added. 

Peterson s own work is entirely confined to the other side of the 
mike or tv camera today. As head of the radio-tv department of 
Marschalk and Pratt, Peterson has been particularly busy with two 
spot accounts: Esso Standard Oil and International Nickel. 

"To date, our merger with McCann-Erickson has not affected this 
department." Peterson explained. The merger, which occurred early 
in January, is unusual in agenc\ history in so far a?. Marschalk 
and Pratt Division of McCann-Erickson is expected to continue 
operating independently at the job of servicing the accounts already 
within the shop. It's likely that McCann-Erickson will eventually 
push some of its own industrial accounts through Marschalk and 
I 'rati, since the latter is particularly heavy in industrial accounts. 

"Biggest problem with spot radio and tv accounts is the setting 
and insuring of certain standards of performance on the various 
stations."' sa)s Peterson. In the case of Esso alone, this means 
policing some 53 radio and IB tv stations. 

Peterson has devised a system that both the client and stations 
like: Eiery station is supplied with a booklet of instructions and 
suggestions. These booklets include the agency's reasoning behind 
a certain approach to programing and commercials for the client. 
The) also include instructions about the format of the show (four 
daih newscasts in the case of Esso). the delivery of the commercials, 
suggested camera angles and emergency instructions, props, sets 
and color of sets. * * * 
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EXCLUSIVE NATIONAL RADIO REPRESENTATIVES: 




EAST 

SOUTHEAST 

WBZ + WBZA Boston + Springfield 
WGR Buffalo 
KYW Philadelphia 



MIDWEST 
SOUTHWEST 



M 



D 

REE & Ji ETER 



Pioneer Station Representatives Since 15)32 



FOR LATEST INFORMATION, CALL 

NEW YORK 

250 Park Ave. 
Plaza 1-2700 



CHICAGO 

230 N. Michigan Are. 
Franklin 2-6373 

ATLANTA 

Glenn lildg. 
Main 5667 

HOLLYWOOD 

6331 Holly wood Blvd. 
Hollywood 9-2151 



DETROIT 

Penobscot Bldg. 
Woodward 1-4255 

FT. WORTH 

406 W. Seventh St. 
Fortune 3349 

SAN FRANCISCO 

Iluss Building 
Sutter 1-3798 



KFDM 
KRIS 
WBAP 
KENS 



Philadelphic 



• • • • W » 0 • 

Beaumont 
Corpus Christi 
Ft. Worth— Dallas 
San Antonio 



*: » • M * 

ABC 
NBC 
NBC-ABC 
CBS 



5,000 
50,000 



KDKA 


Pittsburgh 


NBC 


50,000 


WFBL 


Syracuse 


CBS 


5,000 


WCSC 


Charleston, S. C. ; 


CBS 


5,000 


WIST 


Charlotte 


MBS 


5,000 


WIS 


Columbia, S. C. 


NBC 


5,000 


WPTF 


Raleigh — Durham 


NBC 


50,000 


WDBJ 


Roanoke 


CBS 


5,000 



WHO 


Des Moines 


NBC 


50,000 


woe 


Davenport 


NBC 


5,000 


WDSM 


Duluth — Superior 


ABC 


5,000 


WDAY 


Fargo 


mc 


5,000 


wowo 


Fort Wayne 


NBC 


50,000 


WIRE 


Indianapolis 


NBC 


5,000 


KMBC-KFRM 


Kansas City 


CBS 


5,000 


KFAB 


Omaha 


CBS 


50,000 


wmm 


Peoria 


mi 


5,000 



5,00i 
1,000 
50,000 
50,000 



MOUNTAIN 
AND WEST 

KDSH 
KV0D 

KGMB-KHBC 

KEX 

KIR0 



Boise 
Denver 

Honolulu — Hilo 

Portland 

Seattle 



5,000 
5,000 
5,000 
50,000 
50,000 




When She Talks . . . 

They Listen! 

a| NINA WRIGHT 

l';icks her daily morning program with a wealth of 
information, helpful to both urban and rural house- 
wives. Hroadcast from her kitchen. Nina places 
major emphasis on the important subject of food. 
In addition, she Irequently discusses other subjects 
of vital importance to women — fashion. good 
grooming, current events and civic affairs. Guest 
interviews are often a part of her interesting pro- 
grams. 




Several times each month. Nina Wright is invited 
to appear as featured speaker at area functions, or 
to give home-making and cooking demonstrations. 
In towns and cities throughout KSOO's 60-County 
(.overage Area this past summer, the average 
attendance at a Nina Wright appearance was 2 <% 
of the total population. The only publicity used to 
attract housewives to these events were announce- 
ments in the "NINA WRIGHT SHOW " itself. Ves, 
when Nina Wright talks, home-makers listen. Antl 
when Nina Wright sells your product, home-maker* 
UVV. This popular KSOO "Personality Show" 
draws listeners at a low cost per thousand of 
approximately * 13 cents. 

*hased on Nielsen Coverage Service Figures 

NINA WRIGHT SHOW 

10:25 A.M.— Mori, thru Fri. 



KSOO 



® 



4*Sioux Falls, S. D. 

Nationally Clear Channel 1 140 KC 
ABC Radio Affiliate 

10,000 WATTS DAYTIME 
5,000 WATTS NIGHTTIME 

Represented Nationally by A vcry-Knadcl, Inc. 




I Continued from page 20) 

may say: ""Hey, lei's lay off that Bniek. They've got to get 
that SI 1,000.000 hack some way, and they'll prohahly tack 
it on to the price of the ear." 

Milton Berle performed somewhat the same kind of a ea- 
per when lie made his National Broadcasting Company deal 
a few years ago. The general impression was created by 
stories Berle and his people planted that NBC was giving 
him the tube plant in Lancaster, the new studios in Burbank, 
the key to General SarnofPs safety deposit vault and untold 
millions of dollars. Berle happily, during that period, used 
the gag, "They're changing the name to the National Berle- 
easling Company." 

I was on Billboard at the time, and the then president of 
NBC. Joe McConnell, showed me the contracts — off the rec- 
ord, of course. It was a good deal for Berle, but a fine deal 
for NBC, too. Berle's services as a gne^t on other shows, his 
talents as a producer and many other elements were avail- 
able to NBC. all for the one over-all price. When the Glca- 
Son-Bniek deal winds up, 1 imagine the same situation will 
be true. 

What sponsors or their agencies can do to check the en- 
thusiasms of fellows like my friend, Bullets. 1 don't know, 
but it's something worth thinking about. On the subject of 
Gleason, I wonder about one other phase of sponsor-talent 
relationships. It wasn't loo many years ago that Gleason 
was doing a <diow on Dn Mont. 1 went on his show one niglil 
to give Eddie Fisher (whom we were then kicking off at 
RCA Victor) an award. Il didn't take a showman genius 
to recognize that Gleason had a fresh, driving, tireless talent, 
which, properly developed, could give a tv advertiser a top 
show. I'm pretty sure Bniek, or any other advertiser, could 
have made a long-term deal with Jackie at that point, at con- 
siderably less than they're making the deal now. Even if it 
isn't SI 1,000,000. 

What I mean \>: Why don't advertisers or their agencies 
spend a little more time having people with experience and 
background canvass newer, as yet nol-al-lhe-top talent, but 
talent with potential and build with them, to the top? Con- 
sidering the importance of their tv properties to the advertis- 
ing programs of the nation's biggest firms, it would seem to 
me this might be considered a legitimate part of their devel- 
opment program, even as thev develop sales, manufacturing 

★ * ★ 



and other internal talent. 
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ill a Service-Ad near your listing. 



For the full story on the values 1.161 media get from their 
Service-Ads, see Standard Rate's own Serviee-Ad in the 
front of all SRDS monthly editions; or call a Standard Rate 
Service-Salesman. 

Note: According to a study of skds use made by National Analyst?. 
Inc., 83% of all account men interviewed have SRDS available at 
meetings in clients' offices. 




o for on (f lies (ion. v of rilfrt'iil interest 

to oir advertisers ami their agencies 



'Should a client worry if the critics pan his show? 





THE PICKED PANEL ANSWERS 

CRITICS' PAN NO BLOCK 

liy Roland Martini 
» ./'., Radio-Ti Director 
(Gardner Advertising, AVir York 

That's a little like 
asking how a fa- 
ther feels when 
his son comes 
h o in e vv i t h a 
black eye. If it's 
just a black eye 
and there are no 
broken bones, 
and the b o y 
shows no apparent psychic trauma, 
the old man might ignore the whole 
thing with a "boys will be boys" . . . 
or be might stop long enough to tell 
junior not to lead with his right. 

However, if the bov has been set 
upon and beaten up so severely that 
he needs hospitalization, pa rental con- 
cern will manifest itself right to the 
local precinct for immediate action. 

When a high percentage of critics 
pan a show during its first two or 
three weeks on the air. the assault may 
start a panicky chain reaction. The 
panning will bother the agency, the 
client, the board of directors, the stars, 
the network, the lime salesman . . . 
and. armed with this higli-pcrcenlage 
teporl. the agents, packagers, competi- 
tors will move in like morticians. Ln- 
der these unfortunate circumstances, 
the whole business could become a 
lout. 

Happily, such a grisly thing rarelv 
happens. Critics, like ratings, display 
very little unanimity. In some instances 
when there lias been a high percentage 
of negati\e critical reaction, this has 
not deterred the public, the clients, or 
the networks from proceeding. 

A classic example is the Today 



"Weaver's Folly'" when it went on the 
air in 1952. I understand that Today 
grossed about $9,000,000 in 1954. 
What a beautiful folly! 

The record also shows a consider- 
able coolness on the part of the critic* 
to the spectaculars, yet the \ielsen 
Index reports that each of these spe- 
cial one-shot programs has been seen 
by an audience of more than 31,000.- 
000 viewers, and each has thus ranked 
among the top ]0 programs on tv. 

On the other hand, there is a show 
now being sponsored that has consis- 
tently received high praise from the 
critics. Beautifully written, produced, 
and acted, its rating is so pitifully low 
thai in spile of the wonderful reviews, 
this show will fold up its sets and 
depart with the new year. What wor- 
ried the client here was not the critics, 
but the high cost-per-1,000 viewers. 
Unfortunately, the critics were ready 
for the show but tlie viewers were not. 
In fact, the warm praise from the 
critics was responsible for keeping the 
show on the air for over a y ear, in the 
forlorn hope that it would break 



sliou , 



\b 



m\ critics ridiculed it as 



If the critics say "Nay!" 

How important are the crit- 
ics' reviews of a new air show 
to a sponsor? According to 
sponsor's panel of agency ex- 
ecutives, the influence of the 
radio and tv critics is limited, 
though they do play a valua- 
ble role in the launching of a 
new program. Negative re- 
views won't ruin a show, the 
panel agrees; positive reviews 
can help build a show but 
can't make it a successful ve- 
hicle. With tv, the audience 
has a chance to be its own 
critic, and in its hands lies 
the eventual fate of a show. 



through to the public. There was no 
break. 

But not all is unpleasantness. There 
are happy occasions when the critics 
and the viewers discover a show simul- 
taneously. The critics are generous in 
their praise, the public tunes in, the 
client is happv, and the cost-per-1.000 
is a happy little figure. This seeins 
like a dream situation — but one with 
substance. In fact, it has a name: the 
George Gobel Show. And happily, we 
have something to do with it. 



CANT MAKE OR BREAK SHOW 
liy Read 11. Wight 

y.l', and Director of Radio and Tv 
J. M. Matlies Inc., Neic York 

Just how worried 
a sponsor should 
be when critics 
Lg^t V pan his show de- 

pends on why 
they pan it. If. 
for instance, they 
pan it because it 
is in poor taste, 
then the sponsor 
has reason to be concerned. But gen- 
erally speaking, a negative reaction on 
the part of the critics is not going to 
demolish a program or have too great 
an eJTeet on its eventual popularity 
(or lack of it). Remember Abie's 
Irish Rose and Hoberl Benehley? 

A positive approach, on the other 
band, can be very effective in building 
a show. If John Crosby or Harriet 
Van Home, for instance, say that such- 
and-such a show opened last night 
and was poor, I doubt if the average 
viewer would be impelled to \ iew it: 
but if Crosby or Van Home enthusi- 
astically underwrite a program and 
say it's great, it's realistic, it has im- 
pact, see it- I he chances are you will 
make a mental note to do so. Often, a 




76 



SPONSOR 



harsh attack on a favorite star builds 
a sympathetic audience. 

The radio and tv critics can't make 
or break an air show in the same 
sense as the Broadway show critics 
can affect a stage production. With 
tv, the shows are there for all to see, 
and everyone is bis own critic — with 
the tune-out dial at his fingertips. But 
it is a different story when a person 
is considering spending perhaps $15 
for theatre tickets — he's only going to 
see that show once and he looks to 
the critics for guidance in helping 
him make up his mind. 

Some reviewers, in not liking a tv 
show, actually help improve it. They 
make specific remarks on what they 
did not like about it, which often help 
the creators of the show to strengthen 
the weak spots. My Little Margie is 
a case in point. 

Actually, there is no black or white 
to this question. Just as rating sys- 
tems are guideposts. so the reactions 
of critics may be valid guideposts in 
developing a show. A sponsor — and 
his agency — can't ignore any straw 
in the wind. 



PUBLIC'S OPINION PREVAILS 

By Norman W. Glenn 
V.P., Director Broadcast Planning 
Doherty, Clifford, Steers & Slten field, 



N. Y. 




He should worry 
only if the crit- 
ic's taste coi n- 
cides with that of 
the general pub- 
lic — which is a 
backhanded way 
of saying that the 
critic's influence 
the tuning 




on 



habits of his readers is minor. 

On Broadway, things are different: 
the critics hold a life or death pow- 
er over new plays. The public relies 
on the judgment of play reviewers 
because theatre-going is expensive and 
inconvenient. 

But broadcasting is not Broadway. 
''Catching a new tv show" costs nothing, 
and if the viewer doesn't like it, he 
can find other entertainment without 
leaving the room. Nowhere else in the 
entertainment world is it so easy for 
the public to sample new offerings and 
form its own opinions. 

Does this mean that the critic is 
completely without influence? Not 
{Please turn to page 97 ) 



Sponsors pile up winning seasons, one after the other, 
with WBNS. We've got loyal listeners (in fact . , . more 
listeners than all other local stations conihinetl). Our fans 
stick with us through the TOP 20 PULSE-rated programs 
and follow through with record purchases of WBNS- 
advertised products. 



CBS for CENTRAL OHIO 



WBNS 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 



10 JANUARY 1955 
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1 st Telepulse in 
Sioux City, Iowa 
proves KVTV dominance 



Top 10 shows 
Top 23 shows 
24 out of top 25 



>- 



ARE ON KVTV 



All with a rating of 40 or better 



The week of November 8-14, Telepulse moved into 
Sioux City, Iowa, and conducted the first television 
survey in this "2nd largest" of Iowa's markets. The 
results show clearly that KVTV dominates completely. 



KVTV PULLS A 77 
SHARE-OF-AUDIENCE RATING 

Throughout the test week, Monday through Sunday, 
6 p.m. to midnight, KVTV rates a spectacular 77 in 
share of audience. Whether it's local-live, film or net- 
work, the dominant station in Sioux City is KVTV. 



Which all goes to show 

KVTV is the television buy in Siouxland 




Ask your Katz man for all the facts. 



w 



SIOUX CITY, IOWA 



CBS 



ABC 



DU MONT 



A Cowles station. Don 0. Sullivan, 
Advertising Director. Under same man- 
agement as WNAX-570, Yankton — in 
the land where radio reigns. 
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SPONSOR 



QUALITY 

IS OUR BUSINESS 



For COMPLETE 
FILM PROCESSING 



J^llll w Nighttime 10 January 195 5 

SUNDAY I MONDAY 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



TUESDAY 



WEDNESDAY 



THURSDAY 



Nighttim e 10 January 19 55 

FRIDAY I SATURDAY 
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AH "Hi 

Anw Tbb 
■ BBDD 155.000 



ti6,m 



ICaOpla Art Kukl.. Fm 
Funny • Dlllt 
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Iony m-f h&T 
City 119.000 , 



■tfc 1IS.M0 AmTol) 

TINY 

Cavnlcodt .SSCB i 



Mllti Uftt. tint 
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10 311-41 am: all W N 3'1-ft pm; P>»llu, Mr. 

JA A NDC. F •-< 10 pm 
G.rb.i Prod... D Arty: Nile, Tb 10.13-30 atn 



b t flood.i.h. imno m» m m 
C.ltl 9..I. C.mub'll St|ihnn CBS, Tn T 
Qoodyaar: tab MlC, .it Bun B-10 pm 



»n om 



Qraen Slanl. Bumrtl: KBC. all Sol 8-8:30 pm 
Itrtftn aaia - 'il',!- 1 ' ttwi' a ir I ."i IP pm 
Dull D1I. YAH NBC F 8 30 9 pia 
Hall Bio*.. rCAIl: NBC, Sun B o pm 
Hunm n., V |. a i' 11 rn* f in. hi il nm 
Haru Mtn., llirlman: NIIC, Sun 12-13. 11 pm 
H. I, Halm. Maaon^ T»TN. To 19 pm 
Homai Co. Burnnll: CBS. all M 10 13-33 am 
Nrtpalnl, In... SI. ion: *UC. all F 3-0 31 pm 
Le>ti Hove. DM NBC. Sol (9 Si pm 
mf] Han.il.r. rjumoll' CBS. all T S 100 pm 
lr.fl Shoe, Uenil. tlurtl A Millonal-I: KBC, -ill 
F fl.t.'i fl pw: D'Anv: NBC. alt T 10-13- S( 



-, v a n ■ cb». p.i 1 

..in W ftrr MIC, 
■villi. JWT: KVC. o 
I'A-lt MU' 



F 'I lS'-V pm 
Bun 0-1:30 |im 
. . rial l> nit 10 pm 
wan. i n. johntan. Tlrurk: DTM. Tb T-T I3 pm 
S C lohnian. M.4B- MIC. all M 0 30-10:30 pie; 

L'lIK Tli : T.tr. |.l.>. all Tn m:'J0.|u ,„ n 
Kalloae. Ifu.n.11 f«K Tu. Tli 7. 30-41 nm! 

Tu. Th 10 Ji ll am 
Knomnrk Mlg. 11-inI ARC all «' 00 SO pm 
Kratt Food.. J«T SRC. tV 0-10 pm; 8.1 11:30- 

Lamberl Pharm., LAP- ABC. all F 8.8-10 pm 
Lahn 4 Fink. LAS' AUC. F 8 30 9 pm 
Lanlk.rli. C* VV UTS V 11-10 .19 nut 
Lavir Bro... Mr-R- CU». M. %V 11-11:13 am; Sn 
I '3n-3 um . N HC. \V I O-'JO- II l<m- Ayol 1 
CBS. 31. «. F C.SO-lt, mo; 3V>~T: NBC, 
Tli IO- 11 pm 
Llbby, JWT IIT.**' Tli tl 1 11 pm 



I 9/ST 
4 Ulent 



Llgjett 4 Myori. CAW ; C»S. M. W. F 1:43 8 
pm; NBC. Tn 9 0:30 pm ; ABC. YV 8-30-9 pm 
Lln.ain. M.nuiy. Kit l*U». Ova a-l pm 
TbHnaa I, LlalM. TAR C1IM. M a.iD » pm 
Lanolnia. IIhui.u: C»». M, «, F 13 ■ 13:11 pm 
P. Lorlllard, YAH. CDS, Sun 10-10:30 pm 
Lud.n'1. in... J. M. il.lhti. NHC, T o:ao. IS pm 
M.r, lnl„ 1*1 Uiiiti.ii * HP. ill Sun ^30.(1 pa 
Mai'anrj. Amlirann A Calmi CBS. M 10-10.13 am 
Maytag. .i1tCann-Erifk..ri; CUS. S.I 3 430 pm 
Mi'ei Labi. Moito: MTN. Jl-F I I3-3U pm: CBS, 

Ta m ill >'-< an,; 3-J IS pm 
Minn Ml<*!n|. HU|il> «!.•». -M. W lO 'S-'l aiu 
Mog.n David. Wala. 4 Ooller: ABC. F 9-0:30 pm 
1 Moiil.oln. iJidcln. CU*. fun lu. 30-11 pm 
Philip Monli, Blow: CBS, M l-9'30 pm; all Tb 
in. in 30 pm 

Naili-K.l.lnalor, |'.,«ei CMS. all Tu 111-10 30 lnu 
Nol l Blirull. llrC-K C"-*-- Tu TU 11-11 IS am; 

AUC. F I 30-1 pro; CBS. all T i 30 B pm 
N.fl DaUv P.orti.. Ay.r 1'Bs* Mil 11 1 pin 
Nulla. Ilrun Usual-™: mi. 8.1 4-0 pm; Me* 

Cain-t'rlrM.on: AUC. .11 B.l 1I-11j« >m 
Norrrmi. AbtoX I- M mliall CUH, Sun S-d 3U pm 
Nwalrh Pharra OA II Cll« "un 11-11.13 pm 
Noii.ma. ,«MM L'Hri. all V I0.au- 1 1 pm, nil 

Oldim.blle. lliolhrr: MtC. 4lh Rl, 11-10 30 pm 

Pabil, Warwick A Leil.r CHa. W ID pre K 

Pullb Mill*. .I1VT; CBS, a II M 10-10:13 i 
Pin- Am Alrvavv JWT: NBC. 
Papal CalA Ca.. Blow AUC. A 
Pel Mill,, [Jai.lr.rr- Cll» nil 
NBC, Sot 10-10.30 pm 



I Sua » * JO pm 



-No oalnutA 



> Tinlkhl 
. (Slsra Alien! 
' 11:30 ptn -I am 



l-mln partle; 
illmo 4 Ui.nt 
I 1444)0 



Pharmataullrali. Int.. Klettir. CBS. T fji)-4V 
pm; DTS. F 9-0 30 pm; NBC. Sup 41:30 
pm: CUS all T 0-3 30 pm 
Pt.Hr*. Uuinnni MIC all nun 1-tO did 
plliabuiy. Djmr-it: CBS. Sl-Tb 11:15-30 im: M- 
Tb 3 43-3 pm: Sat 8130 pm; W 8:30-0 pm 
Pond I EiliHl. J \VT AUC, Tb S.m lnjU |im 
Proclir A Qimbli, U-V ■ o. BAB, Woo. l>miilun. 
CBS. M-F 13:301 pro; 1 11 ? nn; 130-3 Pm: 
4 1 13 liui: 31 0 0 30 pull NBt' i Tu 9- 9 -SO 
pm: M F 3 IS- I um. Sun IV iu'30 \wx; V 

Dusk.l Dah. 'nLAB- NBC, all Sun 4 10-6 pmi 
IVhrrry. Btkir A Tlldvn . CDS, Sun 13 36 1 pm 
Piud.nllOl In.- CAll' CDS, 
QMBllty Jeatl.it. Om: ARC, 



i-30- 11 pm 

rlulld, Uurom 4 Bontlkll: ARC. 
M T 30 J, Pill 
RCA, KAE: NBC, M 3- 1 10 pm 
aami.|l«i Hand, Y4H: CBS, tU Sun 10:30-11 



ABC, Suo 0:30-10 pm 
... ."uy. Clid. W »:30-lu pm- V S-.tn 
NUC, Sl-F T:43-tl pm; NTJC, Sun 



Rtvl.n. SSCB 
R. J. Heyn.K 

io So- i i 

Reynald' M.ti 

Ro.nfl.ld Pk.. 
Srhlrk. KA I,' Cllft. tttl pru 
9.hlltt Br.mng, Ij*N CBs. F 9-9:30 om 
S.oll Pieei. J1VT- SBC, W 830-9 Pm 1 CBS, 

Sim S-U'O pm 
Sarulift Co.. Eilniid Rlollei DTN. F 9 0 lt> pm| 

I'TN. 3Mn 0 30-10 pm: NBC, J>t-F 330-4Spm 
Sheaff.i Pan, See.li: CBS. S.l 8 B ,pm 



Satrta BknciM 
Amor Bom. Pn: 

Bo*)*- maw 

360h L 

II OS II -JO 
Qayir 11771: 



Slmmoni YAH PBS. ».l 0'30-tO pm 
Simonli Co . jWCB all F 'J-ft 30 inu 
Slngai Senlng. 1AB CHS. Th 9 30-10 | 



S.D.S.. .MrCann Erlrkion: CD: 

NIH' &H 0 0. 10 um 
Sflldal, SSCB: NBC. Sf 3-8J0 pm 
Standard Brandt. OUai. NBC. M 3:30.8 pm 
StudibAkor.parl.ard, HAR ,\BC .M 8-S.SIi 
Elala Farm. NLJrB: fus. w 10:13 II pm 



■ 



Sunbtin 
C. A, 



MIC. 



a-LUrd: CBS. TH 3 30-43 

ii ;>:b; Th 313-30 pm 
S.orU O. Ma.rllr. Kl-rn .Mir. Kn 10 in II im 
SmlM. JWt Clt* TN F HMO IS am: F 11:13. 
II.3U ajn. iUH lil'N. V ? | I'- pm: NIIC. 
Kai ,' ::n.s pm 
Syloanla, JUT: CBS. Sil T 3U * pm 
Tnai Ca.. Kuilnrr MIL, Mil H .In- 10 pm 
Tlda Walir. Butharin: ABC. ,M. W. F 7:13 30 pm 
Tenl Co.. W4.0- CB4 VV |.»^n pm; T. Tb 11. 
1-IS am: T 130 4 & vat; Bum.li: CBS, T, 
Th IS- 13. 13 nm: NBC. Hun T T'30 pro; Sil. 
S.30.P pm; T-L NBC, 31 tm ■ JS f.m 
US Stork IdHIIO im', rh Tu U3ii-1u:80 nm 
WandT Co., T-L; CDS. 6,\ II 11.30 am: 



10.13-30 i 



10-10.10 I 



PCSB NBC 
■ M: MJC. vi 

Frank- Qu.ni her 



Winn Gi-._ 
Woiwn OH Pm 
Willi rn Union. 

DTN. « 
WittlniDouM. 
Wrlgley, UAH CrtH. Sal ;■ ' 30 pm 
Yardl.i, Avn: CHS. F IO-S8-4S ai 
Z.nlth, TAR CDS. Sun 1 0 ,10 pm 



F 1 43-3 pm 




ROUND The CtOCK SOim 



Now- 
Celebrating 
our 25th 
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MOVIELAB FILM LABORATORIES, INC. 

West 54th Street, New York 19, N. Y. JUdson 6-0360 



"The service with the most subscribers 

PULSE FQR DEPENDABILITY 

po you reolize fhof in codiq 

20-30% LISTENING! 

A huge BONUS reported seosonally by PULSE 



PORTABLES, beauty parlors, barber s/iops, c/ubs, 
goroges, retail stares, etc . o/i ocfcf o 



BIG P L U S . . . and omong the plu 



LISTENING is 




AUTO 



fpr from being Ihe whale story as reported for each home 



PLUS LISTENING con not be pro rated to oil stolions 
because they do natochieve equal shores of the "PlUS*' 



PULSE relates alt "plus'' listening la the HOME/ Pulse received 
Special A.M. A. award as tar back as 1949 tor pioneering sttidy* 

KNOW THE FACTS! 31 IMPORTANT MARKETS 

1 Report® $25-2 @ $20-3 @ $15. 
4 ond more @ $10 far ogency subscribers* 

31 Markets: ORDER NOW 



ATLANTA, GA, 
BALTIMORE, MO, 
BIRMINGHAM, ALA. 
BOSTON, MASS, 
BUFFALO, N. Y, 
CHICAGO, III. 
CINCINNATI, O, 
COIUMBUS, O, 
DAILAS. TEX. 
DATTON. O, 
DETROIT, MICH, 



FOIIT WORTH, TLX 
HOUSTON, TEX. 
KANSAS CITY, MO. 
IOS ANGEIES, CAL 
MIAMI, FLA. 
MILWAUKEE. WIS, 
MINNEAPOLIS. 

ST. PAUL, MINN. 
NEW ORLEANS, LA. 
NEW YORK. N Y, 
PHILADELPHIA, PA. 



PHOENIX. Afift, 
PITTSBURGH, PA. 
PORTLAND, ORE. 
RICHMOND, VA. 
SAN DIEGO, CAl. 
SAN FRANCISCO, CAL 
SEATTLE, WASH. 
ST, LOUIS, MO, 
TACOMA, WASH. 
WASHINGTON, D, C. 



Our 6th YEAR providing vital- oui-of-hame radia listening 



Tihis month, throughout the U.S„ 7 77,000 homes are 
feeing interviewed tor next month's "U.S. Pulse TV" 




URBAN COVERAGE 



PULSE, Inc., 15 West 46th St., New York 36 
Telephone: Judson 6-3316 




Southern arithmetic: 



CHANNEL 




*That's all there is — {here ain't no mote,! 



This apparently zany addition is 
by no means meaningless. Within 
the far-flung limits of influence 
exerted by Atlanta's radio station 
WSB and television station WSB- 
TV are a given number of homes. 
This is ALL the homes there are in 
this area. Use the power of WSB 
plus WSB-TV and you reach them 
all. In the South no other combina- 
tion of media reaches so many, so 
effectively . . . for so little. 



w| 



The Voice of the South 
750 KC 



wsb-tv 

The Great AREA station 
of the Southeast 
CHANNEL 2 



Represented by Edward Petry & Company—affiliated with The Atlanta Journal and Constitution 
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Itretv E*earson"s toped show 

Drew Pcar-on. who docs more pre- 
dicting than a g>ps\ fortune teller, pre- 
dicted 20 mouths ago when his radio 
show went from a li\e network produc- 
tion to a recorded tape eo-op show — 
that the program would keep its au- 
dience. 

At latest count lat-t week some 270 
radio stations from coast to coast are 
earning t lie show and Pearson says 
his ratings and audience response is 
greater than ever before. 

T\ pe of sponsor varies, hut the larg- 



sponsored on 270 stations 

est group are auto dealers. Apparel 
and department stores, hanks and sav- 
ings & loan associations, insurance 
agencies, household appliance and fur- 
niture stores follow in that order. 

Pearson says one example of the 
taped program's success is an incident 
that occurred in San Diego. The sta- 
tion carrying the show, KCBQ, an- 
nounced that the current sponsor was 
retiring from business. 1 he next 
morning the station received seven of- 
fers of sponsorship. 



★ ★ ★ 



IPepurtment store finds tv star pulls us well us Suntu 

"More popular than Santa Claus" is mission was charged by the store. 



the way one official of Lit Bros., Phila- 
delphia department store, described the 
drawing power of actor Jon Hall 
( Ratnar of the Jungle). The Television 
Programs of America film star at- 
tracted as mam as 4.000 children a dav 
between Thanksgiving and Christmas, 
store officials happily reported, adding 
that most of the youngsters wanted to 
see Ramar before Santa. A small ad- 



While there is no sponsor tie-up in 
Philadelphia between Ramar and Pit 
Pros, (show is sponsored there by 
Good 'n' Plenty candy), the store spent 
S25.000 in constructing an appropriate 
jungle setting. In the picture Jon Hall 
(right) points out the finer features 
of a lion to three moppets as two of 
Hall's white hunters and an African 
chief look on. * * ★ 



Merchandising appearance of Jon Hall drew 4,000 children daily into Lit Bros., Philadelphia 
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Tr stations ottered new 
weuther forevust service 

Irving 1'. Krick is doing plentj 
about the weather. 

The Denver meteorologist, who in 
the past sold his nationwide weather 
forecasting mainly to private industry, 
now is offering the service to tv sta- 
tions. Kenneth C. Raetz, who has the 
unusual title of "director of weather 
sales," said the service is unique in that 
it pro\ ides forecasts for the next seven 
da\ s instead of the customary 24-hour 
forecast. Raetz says tv viewers thus 
can plan for outings and other occa- 
sions a week in advance. In addition, 
Krick can provide forecasts a month in 
advance which turn out to be 70% ac- 
curate considered good by meteorol- 
ogists. 

Krick's tv service, besides the fore- 
casts, includes a variety of features. It 
includes farm and garden advice based 
on the weather forecasts, weather con- 
tests in which viewers "compete"' with 
Kriek in predicting the weather, weath- 
er question and answer shows, graphs, 
charts and other material. ★ ★ * 

WHC's Pack moderates 
'creative swupshop 9 letter 

"A creative swapsbop" is how Rieh- 
ard Pack, national program manager 
of West high ouse Broadeasting Co., de- 
scribes his new monthly newsletter. He 
sends the. letter, called Program Cues, 
to all the Westinghouse stations. Paek 
also prints suggestions from program 
managers of the WBC stations. 

"All of us will come up with ideas 
that ma\ be fine for one town but won t 
survive import to another locality,'* 
Pack reminded his program directors, 
"but we want all the ideas we ean get 
any way.' 

As a follow-up to the first newsletter. 
Pack arranged a program seminar in 
New York which all WBC program di- 
rectors attended. Theme of the three- 
day seminar was "programs are our 
product." One day was taken up with 
an analysis and review of the five 50 
kw. WBC radio stations, their programs 
and opposition. ★ * * 

Rriefly . . . 

Celling the listener into the act helps 
build enthusiasm for radio, KRNT, 
Des Moines, believes. The station's 
daily afternoon BUI Riley Time has 
listeners call in with questions they 

SPONSOR 



hav e- -usually on cooking, the home, 
child care or other sub] eels of general 
interest. Riley announces the question 
over the air between records and lis- 
teners phone in answers. Same tech- 
nique is used by Bailey when he s 
interviewing personalities; listeners 
phone in questions thej'd like Rilev to 
ask the guest. 

# # # 

The Providence Advertising Club 
practices v\hat its preaches. H. William 
Coutlhurst, PAC president, said the 
club this month is beginning sponsor- 
ship of a weekly hour-long radio pro- 
gram on WHIM which will '-sell" ad- 
vertising- to the public The program, 
Theatre of Melody, will feature whole 
scores from Broadway plays and Hol- 
1\ wood movies, plus some popular song 
hits. Coutlhurst said commercials on 
the program will explain advertising 
to listeners so they'll have a better un- 
derstanding of it. The club also will 
air public service messages during the 
show. 

* « * 

Shortly before 1954 expired. KOA. 
Denver, celebrated its 30th anniversary 
by holding a children's Christinas 
party for 4,000 sick, crippled and or- 
phaned youngsters. 

* » # 

At all its station breaks, WKXE. 
Keene, N. H., is airing the slogan: 

"People on the go. hear radio." 

• » * 

The outstanding Storer Broadeasting 
Co. station of 1954 is WBRC-TV, Bir- 
mingham. Annually George B. Storer, 
SBC president, selects one station to 
receive the award, which is based on 
over-all operation. In the picture, J, 




Robert Kerns (left), v.p. & managing 
director of WBRC-TV, receives the 
award from Stanton P. Kettler, v.p. in 
charge of the southern district of SBC. 
WBRC-TV joined SBC in mid-1953; 
since then it's increased its power, be- 
come a CBS affiliate and moved into 
new offices and studios. 



For a real Sales KNOCKOUT 



in the Detroit area 




CKLW-TV 

channel 9 



325,000 
WATTS 



C K LW 

radio 800 kc 



Adam J. Younf. /r„ Inr 
Neiionel Rep. 




50,000 
WATTS 





That's the important thing. Ratings, ad- 
jacencies, programming, network, don't 
mean a thing if you can't increase SALES. 

CAN WJPS GET RESULTS? 

Here are just a few: 

Sterling Beer — Mid-Continent Petroleum ■ 

— Coco-Cola — Purina Mills — Puffin 
Biscuits — Hesmer's Foods — Economy 
Super Markets P. W. Burns Insurance 

— International Harvester — Red Bird 
Gasoline — International Salt — and 
many others that we will send upon re- 
quest. 

We would like to "Ring the Cash Regis- 
ter" for you because we have the KNOW 
HOW. 

Let us prove our worth to.you. 

Robert J. Mclnloih, General Manager 

■imscNTED ir 
The George ». Hellingbery Company 



No wonder she's 

SO POPULAR 



Who wouldn't be with 
Sioux City Sue-Land's proportions — 



effective coverage 
wholesale market 
retail sales 



33 counties, 
589,800 people 

34th in the U.S. 



2nd in Iowa 



Your Katz man can arrange a date. 





A RADIO IN EVERY ROOM 

Evansville Indiana 



Sioux City, Iowa 
CBS. ABC & DuMONT 
A Cowles Station 
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NEVER WENT AWAY 

{Continued from page 191 

meeting of the Broadcast Executives 
Club. Recently tlie station sponsored 
a program rating study in which the 
unnamed research firm reported the<e 
ratings for tlie Artliur Godfnn radio 
show : 5.7 on \\ ednesdav and 5. J! on 
Friday. This was fine with WCAN 
except for one thing due to transmit- 
ter trouble the station had not been 
on the air on Friday. 

Ix>t's look at another of the destruc- 
tive forces which failed to put radio 
away. 



Merchandising it's a loose term at 
best so 1 II simplify it by giving it a 
label "Project-Policeman's Whistle'" — 
or "Fmphasis on the Premium, not 
the Product. " 

The other day. in leafing through 
one of our trade publications. I ran 
across a double truck which carried 
the headline. "N^'XXX Goes to Mar- 
ket." Here incidentally, it is with the 
proper censorship exercised. May 1 
quote from it: "WXXX Goes to Mar- 
ket — In super markets today it takes 
something extra to maintain fast turn- 
over. That's why WXXX has added a 



new dimension to food-store market- 
ing — WXXX Super Marketing." And 
continuing, "Once you qualify, WXXX 
^uper marketing arranges for week- 
long displays of your product in these 
blank number of stores, stores which 
account for approximately 50' 1 of all 
grocery sales throughout the entire X 
area. Thus, your product gets die 
most effective two-way advertising- 
plus-nierchandising selling in the X 
area. ' 

Let me read from another merchan- 
dising plan. We'll call this "XXX Fea- 
ture Foods Plan," and here are the 
things which, once the advertiser qual- 
ifies, the advertiser gets: 200 merchan- 
dising and check sessions in 300 
stores; a 100 check calls in corporate 
chain stores; 100 one-week special dis- 
plays in super markets; 50 personally 
attended bargain store promotions: an 
effort to induce stores to stock the ad- 
vertiser's product, plus decals, shelf ex- 
tenders, shelf talkers, display material, 
et cetera. 

These things 1 guess you can term 
merchandising — I have to guess be- 
cause I certainly am not an expert but 
1 don't believe 1 have to be an expert 
in order to term merchandising one of 
the destructive forces in radio today. 
May I give reasons — the first and most 
deadly is that most plans with which 
I have come in contact, psychological- 
ly as well as actually, place radio — our 
business — in a secondary position, or 
a qualifying position, if you will. Once 
you qualify (incidentally that qualify- 
ing is the purchase of your station) 
— once you qualify, the salesman tells 
the prospective client, "You get all of 
these wonderful things, dump displays, 
end displays, choice billboards, car 
card*, improved shelf locations, decals, 
etc." — Where the hell docs radio come 
in? 

Then, if by chance the salesman en- 
counters sales resistance you will find 
him extolling the merits of dump dis- 
play s. the prime locations of the hill- 
boards, the number of street car and 
bu< riders, the circulation of the paper 
< an\ing the ad — in short, he's selling 
damn near everything except his prod- 
uct, which is radio advertising. 

.Merchandising then becomes a bat- 
tle of the gh caw-ays, costing the sta- 
tion money which could and should be 
spent in its primary business the pro- 
(luetion of good radio programs. 

I'll just (piote part of an editorial 
recently published by C. 15. Larrabee, 




AMONG FRIENDS 

W IN'DY knows lie's welcome on Madison Avenue because 

as lie puts it, "Kxperienced time-buyers long ago discovered 
KTVH reaches more folks in Central Kansas per TV dollar." 

Profit by what other advertisers have learned and take 
Windy into your confidence, too! He'll prove the superior 
Selling job KTVH can do for you. 

Start the Hall /f o//i/ig. To/lav! 



VHF 

240,000 
WATTS 



4 



KTVH 

HUTCHINSON 



CBS BASIC — DUMONT 

Represented Nationally by H-R Representatives, Int 



CHANNEL 



12 



KTVH, pioneer station in rich Central Kansas, serves more than 1 J important 
< omintiiiitics beside* Wichita. Main office and studios in Hutchinson; office 
and studio in W ichita (Hotel Lassen). Howard O Peterson, General Manager. 
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of Printers' Ink, two paragraphs of 
which are pertinent to this discussion: 
"The modern advertising medium 
offers many services. Just as in the 
case of the agency, some of these ser- 
vices are essential to modern media 
service. Cut. again, others can and 
should be performed better by the ad- 
vertiser. 

"It seems to me that too many 
advertisers are asking others to do 
jobs they should do themselves. They 
must realize that they aren't getting 
these services free. Somehow, some- 
where they pay for them in the long 
run. 

I have just one more brief comment 
nn merchandising and I think it's im- 
portant. With merchandising plans, 
many stations provide a certain classi- 
fication of clients — foods in the great 
majority of cases — services in addi- 
tion to broadcasting, which are with- 
held from other client classification*. 
My question is how this can be justi- 
fied to those client classifications which 
are not receiving these extras. Mv le- 
gal experience is nil but I wonder if 
the Clayton Act as amended by the 
Robinson-Patman Act smiles upon such 
inequities. Even if these plan* are 
legal in the strict sense of the word, 
is it good sound business practice to 
give some clients services that are 
withheld from others? 

The third destructive force, for want 
of a better term, we're going to caption 
bad business practices. Under this 
general heading we can lump "selling 
off the rate card," — "talent conces- 
sions." — "special packages for special 
advertisers,"— "charging for five min- 
utes at one-third of the 15-minute 
rate," — etc. 

Fellow Broadcasters, let's establish 
our price! Let's honestly evaluate our 
product, our facility, our circulation, 
our programs, our believability — let's 
then establish our rate cards and stick 
\a those rates— let's make Standard 
Rate & Data a bible, not the first book 
of a continued mystery story. 

While the three destructive forces — 
ratings, merchandising and bad busi- 
ness practices — haven't succeeded in 
burying radio. I believe I mentioned 
that on occasion the industry has been 
-tunned and here is the most recent 
blow. It s an article appearing in the 
August 23rd issue of Advertising Age, 
and it is titled "Radio. 1955 Style." I 
shan't read it all but 1 shall read 
enough to give the idea. It starts out 
as follows: "To look at a current rat- 



ing book and sadly reflect on the fallen 
grandeur of radio, is like viewing the 
1 \ u ins of Pompeii." It ends up this 
way: "There are a couple of simple 
rules to follow in using radio. Call in 
the salesmen assigned to you from all 
four networks. Give them an exact 
idea of the budget. Wait a few davs 
and study the multiple proposals built 
to your specifications. Either take the 
best offer or work up a combination 
of several. Then negotiate. Remem- 
ber, in these da\s the first offer is an 
asking price." That, fellow Broadcast- 
ers, is what they're saying about us. 
Even though in this instance they refer 
to the networks, the unmistakable con- 
clusion that anyone reading the arti- 
cle would gain is that radio is selling 
its merchandise for what it can get. 
I ntil such time as all segments of our 
industry firm up their rates we can ex- 
pect to feel the taint of bargain base- 
mentism. 

^ ou know, the tragic thing about 
these three forces harming radio is 
that they are self-administered. Yes. 
we, the radio industry, have done it 
to ourselves and I say again that in 
many instances only the vitality of the 
medium itself has enabled it to go for- 
ward. Isn't it appalling that a medium 
that reaches 97 to 90' ,' of all the fam- 
ilies of the United States has in some 
cases raised the white flag? Only re- 
cenlly a most prominent executive in 
the electronic communications field, 
spoke most discouragingly of radio 
and its future. Apparently those 117 
million radio sets, most of which he 
manufactured, are being used as door- 
stops. 

So much for destructive forces — so 
often it is the practice to criticize, to 
second guess, without offering an\ an- 
tidote for the maladies which have on 
occasion stunned us and which have 
assuredly retarded our progress. What 
are the antidotes? W hat are the stim- 
uli by which our industry not only 
survives but occupies its rightful place 
among media? Our rightful place, in 
our opinion, is first for the most sim- 
ple basic reason — that it will reach 
more people more times with convinc- 
ing effect for less money than am 
other medium. 

Now. to those antidotes. You know, 
when a fine football team occasionally 
starts falling apart, the coach usually 
calls a special practice session for the 
purpose of brushing up on fundamen- 
tals, and that, incidentally, usually does 
the trick. Ma) be some of our mo?t 



HOW TO GO 
BIG-TIME 
IN TV 
WITHOUT 
OWNING 
FORT KNOX 

Buy PASSPORT TO DANGER hottest 
property available to local and regional 
advertisers! This is a brand-new, 
bang-up show, the kind only the big 
networks Can usually afford to put on . . . 
and it's yours at a remarkably low cost, 
well within the reach of almost all local 
sponsors. Nothing else you can buy gives 
you a star like this . . . slick production 
. . . elaborate foreign settings. And 
what a promotion you can build around 
the magic of Romero's name! No wonder 
Blatz Beer, Welch Grape Juice, and 
other "savvy" advertisers have already 
snapped it up. Better check your market 
. . . contact one of the offices below. 



CESAR ROMERO, starring in . . . 
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powerful antidotes are the fundamen- 
tal;; of our business. 1 oiler as antidote 
No. I a quote from the rules and re^u- 
IiUion* of the Federal Cominunie:it'<>ns 
Commission : 

"■•eetioii .12! i h i I hat the publir in- 
teie-t. •( u\ eniei; e i nd ii"T"it\ w ill 
he >er\ed throiiiih the proposed opera- 
tion. 

I wonder it we. a,- hroad;-;is!ers. 
ha\e looked at this licensing require- 
ment corrcitK. Is it a requirement we 
must relurtanth li\e with or is it truk 
a "formul i for >iieces<" '. y I helie\e it s 
the latter and whether or not the pro- 
pounded of thi- regulation realize it. 
the\ gave us a real blueprint which, 
when followed, cannot fail to bring 
success. 

John Patt, whom uiu all know a» 
])resident of our compain. defines thi> 
function in these words: "We look 
upon our station as a yiant mirror re- 
flecting constantly the needs and de- 
sires of those residing in our service 
area."' We believe that public service 
conies first and that doing a good job 
of public service is one of the best 
guarantees of business to follow. '"You 



shall broadcast in public interest, con- 
venience and necessity '' What better 
formula to ma' e \our station impor- 
tant to \our community, and inci- 
dentally I know of nothing keeping 
public service broadcast* from being 
sponsored. 

The second antidote, or fundamen- 
tal if \nii will, is \our facility itself. 
Gh ing \our stalT the best of technical 
tools with which to work: keeping 
abreast of the latest technical develop- 
ments which we ha\ e to improve qual- 
ity and production; the provision of 
mobile, short wave and minitape facili- 
ties to take advantage of radio's nat- 
ural advantage — speed. All of these 
are fundamental to progress. 

The third antidote, or fundamental, 
is \our programs and when you speak 
of programs vou must in the same 
breath speak of talent. In our opinion, 
there is no dearth of good live talent 
but there has been a tremendous laxity 
on the part of broadcasters to search 
out that talent. How many broadcast- 
ers todav are conducting regular audi- 
tions in their respective areas? How 
many broadcasters are taking the easy 



way and programing disk jockey 
against disk jockey, both using the top 
10 records as their basic program 
format ? 

There should be no need for the 
third rerun of the Beulah series, or the 
second rerun of Skelton. and Hope, 
and Jack Benin. We radio stations 
should be a continuing source of fresh 
talent the talent is there, it is our job 
to find them and train them and send 
them off to bigger things. Incidentally, 
the reruns of shows that have run 
their gamut are cheaper. As broad- 
casters we know that, but 1 must vouch- 
safe that the cheapness of these pro- 
giams is not a well kept secret — the 
publir finds it out \ erv fast. 

The fourth fundamental, and these 
fundamentals are not, please, in order 
of their importance. Our industry 
needs, individually and collectively, 
good sound business practices. We're 
proud, and 1 know many of you are. to 
be able to make the statement that our 
contract file is wide open for anyone 
to peruse who wishes to. We maintain 
our rate cards, we treat all clients 
alike. Granted, we like some clients 



Who Buy 8 Your Product in Omaha? 

(children) (women) (or the entire family) 

WOW-TV Has The Top Rated Show For Each Of These Groups!^ 

Here's Proof: * i^-S? 

ARB October Survey of ALL Daytime Programs! ■ i <£aiG?$/=^ ; S 
(Monday thru Friday) 

Top Rated CHILDREN'S SHOWS: J* 

WOW TV's children's programs placed First . . . ^[U " ~/~^t. 

Second . . . and Third. Other station placed Sixth. ^JJ^X^W-^ tiC^Q> 

First TKAIE TIME 43.2 

Second STAND BV FOR ACTION. .. .38. t 

Third SNICKEK FLICKERS t0.8 

Sixth Other Station 18.4 



Top Rated WOMEN'S SHOWS: 

WOW-TV's women's shows ranked Fourth and Sev- 
enth . . . Other station's women's shows placed 
Eleventh ami Twelfth. 

Fourth MOVIE MATINEE 22.2 

Seventh CONNIE'S KITCHEN 17.3 

Eleventh Other Station I2.t 

Twelfth Other Station H-» 



Toiell Your Product 
Then Write 

w 



. . . pick an adjacency to or participation in the 
program ahovc that reaches your prospect. 
Fred Ehener, Sales Manager, WOW-TV, Omaha, Nehraska 
for a vailahilitics and complete information. 





Max. Power • NBC-TV • DuMont • Aff. 

A Meredith Station - Blair TV Rep. 

Affiliated with "Better Homes and Gardens" 



OMAHA and "Successful Farming "Magazines. 
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Letter than others but on our station 
there is only one deal and you'll find it 
in Standard Rate and Data. Good busi- 
ness practice, in our book, begets good 
business. 

The fifth and final fundamental is 
Organization morale. It is no secret 
lliat many of us who have found our 
companies engaged in another medium 
ns well as radio, have, because of the 
complexities of that medium, sorely 
neglected our radio station. 

We're not the only ones who have 
noticed that neglect. It is quite possi- 
ble for our radio staffs to feel that they 
are. in effect, stepchildren. If our sta- 
tions are to he the vital organization 
that we all want them to be, we're go- 
ing to have to organize in such a man- 
ner as to give these stations exclusive 
management personnel who are avail- 
able on a day-to-day basis to handle 
the personnel and business problems 
that arise from day to day. 

Destructive forces — progressive 
(firces; fumbles and recoveries; mis- 
takes and corrections — they are all part 
of the growth pattern of a magnificent, 
vital and powerful industry — RADIO 
— the medium that never went away! 

★ * * 



SUNBEAM 

(Continued from page 45) 

linue to rely on the already established 
consumer pattern. This means a con- 
tinuation of a policy of concentrating 
major ad money during the last part 
of the year. Sunbeam, in short, is con- 
cerned w ith the question of how r to util- 
ize the tv medium in the most flexible 
manner to allow this kind of promo- 
tion, 

Along with the other spectacular 
sponsors, Sunbeam has, for this rea- 
son, cancelled out of the summer 
schedule — the seasonal viewer decline 
is also a factor. The company is com- 
mitted to NBC up to May of this year. 
However, according to the agency, 
there is every expectation of continued 
heavy spending on NBC next fall, with 
NIJC President Pat Weaver expected 
to help fashion "timed programing" 
that will carry on in the tradition of 
the spectaculars. 

Except for continued participation 
in The Home Show, plans for next 

■ year's tv campaign are still not final- 
ly decided. Despite trade rumors. Sun- 
beam will not go in for co-sponsor- 

; ship of The Martha Raye Show with 
lis spectacular running mate Hazel 

10 JANUARY 1955 



Bishop. NBC had approached Ha- 
zel Bishop for this single shot owing 
to the ironic fact that the network had 
sold the 5 Decemher spectacular to 
Rev nobis Metals, which left Sunbeam 
without a pre-Christmas slot. The 
Martha Have sponsorship filled this 
hole, and with great success. 

Nor is the Ethel & Albert question 
completely cleared tip as si'ONSOK goes 
to press. Originally this faniily-t) pc 
show seemed ideal for Sunbeam. 
Somewhat off the beaten track, it was 
adult and done with a pleasing taste 
and skill that seemed appropriate coin- 
pany for a quality product, even 
though the top ratings were not ex- 
pected from the fairly low-budget 
show. Nor was Sunbeam pleased with 
the time slot. 7-7:30 p.m. EST. Still, 
it went along in the hope that the show 
would build enough of a rating to 
justify a more desirable period. Cur- 
rent iNielsen figures, however, reveal 
that it has not been able to deliver the 
ratings hoped for. Not only does the 
show run into the problem of its time 
slot — out of the Eastern time belt it 
reaches the viewer at the less desirable 
Saturday late afternoon period — but it 
also has to face the serious competi- 
tion of Beat the Clock on CBS. 

It is with great reluctance that 
Sunbeam discarded the show as of 
the first of the year. But the need for 
maximum coverage makes this un- 
avoidable, according to Widdifield. 
This despite the evidence from its own 
spot surveys that among Sunbeam 
users the popularity of the program is 
greater than ratings seem to indicate. 
One survey showed that nearly 50'? 
of those who had Sunbeam products 
knew and liked Ethel & Albert. 

But Sunbeam decided to be guided 
by the figures supplied in the Niel- 
sen reports. 

There has been talk that NBC is 
trying to work out a new time slot 
and an alternate sponsorship arrange- 
ment. At the present time, however. 
Sunbeam's 1955 plans do not include 
Ethel & Albert. Furthermore. Widdi- 
field told sponsor, decisions on shows 
of this level must await more precise 
formulation of plans for the major tv 
efforts. The company is now actively 
engaged in examining various tv pro- 
posals for next year. 

In any case, there is little question 
that Sunbeam will be on tv with a 
family-appeal show of one sort or 
another. Nor is there much doubt 
that it will be in there pitching via 



IWE'VE BEEN 
SIGNING UP 
A SPONSOR 
A DAY... AND 
THEY'RE 
STILL 
COMING! 

When PASSPORT TO DANGER hit the 
market, it was snapped up in 30 cities 
within 28 days... by such big-time 
advertisers as Blatz Beer and Welch Grape 
Juice. What's more, it's the first syndi- 
cated series ever sold on the full CBC 
network. This show must really have 
something . . . and it does! No other show 
you can buy boasts the box-office magic 
of a star like Romero. He'll do your 
commercials, too ... all at a price that 

I fits easily into a modest budget. Orders 
keep coming in to the offices below. . . 

: what about yours? 



CESAR ROMERO, starring in . . . 




' ABC FILM 

SYNDICATION, INC. 

7 West 66th St., N. Y. 
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spectaculars or their equivale.nl come 
fall. Sunbeam is here to stay -o far 
as Iv is concerned. 

For Sunbeam, in fact, tv becomes 
the ideal medium, hecau-e it allows 
for straight, clean-cut demonstration 
which is in keeping: with the emphasis 
on quality. Hard-hitting, shouting 
copy is considered inappropriate In 
the company, nor can it offer the at- 
traction of price or the special deal. 

I he "quality factor is utilized b\ 
Sunbeam to pav off in association \ al- 
lies. The firm believe- that nearly 
even one knows at least one of its 



products, feels therefore that each ben- 
efits from association with the others, 
lor this reason every show contains 
one commercial at the end of the pro- 
grain, which is little more than a run- 
down of the various Sunbeam applia- 
ances. I p front there is usually a 
shoit commercial on a product, while 
the middle commercial is a two-min- 
ute demonstration devoted to the main 
appliance for the show. 

Sunbeam lias had main commenda- 
tions for its color commercial- on the 
-pei taenia i s, even to fa\ orablc press 
reviews that considered them superior 




Gracious, indeed, art; Xew Orleans homes 
— luit gracious! Where are the occupants? 

Thanks to it- Deep South climate, Xew Orleans is an 
oittdnor eil\. I bat's important to remember when ad- 
vertising l«> the Smith's biggest market. \nd this makes 
it a very important fact that \\ DSH has more ont-of- 
tlie-honse listenei ship than any other !\evv* Orleans 
slat ion. 

Slice ess in reaching its audience with programs of great 
consumer acceptance means that sponsors, loo. ha\e en- 
joyed great success in reaching WDSl \« receptive audi- 
ence w ith result fid sales messages. W on't yon ask i is 
about av ailabilities? 

\\ DSU H \l)IO New Orleans Vilnl To The Soulli's Hi^nrMt Market 



to the shows. This has its element of 
irony .since the company stresses that 
black-and-white sets are still the in- 
struments in common use and that 
more is being made of color at the 
moment than coverage warrants. 

If they have nothing else, Sunbeam 
feels, the color commercials have pro- 
vided the excitement needed in dealer 
merchandising. And to Sunbeam how 
the dealer feels is as important a? any 
facet of its ad program. In a sense, 
the dealer is the foundation of the en- 
tire Sunbeam system of marketing. 
1 he company's widespread distribu- 
tion is based on some 200.000 dealers 
who can be found in the smallest of 
towns. In the long run. Sunbeam is 
convinced that it is how the-e little 
dealers in the bywavs of America feel 
that will determine its sales. 

Sunbeam's promotional efforts are 
likened by W'idclifield to an elecrtic 
line which runs overhead across the 
entire country. It is there to provide 
-ales "power" to the dealer in every 
hamlet. But unless he reaches up to 
that line that passes just outside and 
overhead and "plugs into it."' it is 
doing no good. The dealer can "plug 
in"' through his own promotion, ad- 
vertising and store display. 

Sunbeam likes to regard itself as 
somehow but an extension of this lit- 
tle dealer, and is proud of its home- 
spun, simple and conservative charac- 
ter. But it has been doing remarkably 
well since its birth in 1893 a< the Flex- 
ible Shaft Co. of Chicago. In 1010 
Sunbeam entered the consumer field 
with an early electric iron and has 
been growing stead ily since. Among 
the concern s other operations is the 
largest lawn sprinkler manufacturer in 
the country — the Kainking. It pro- 
duces other garden equipment, having 
just introduced a power mower. And 
from its inception, Sunbeam lias been 
a producer of industrial furnaces. 

An interesting sideline is the hard- 
ware division, which manufactures 
( )() f ', of the country 's sheep-shearing 
and cow -clipping equipment. 

But the major division turns out the 
small home appliances. And in this 
field the Midwestern outfit has done 
right well. Just prior to Christmas 
the factory was going three shifts, and 
the 1951 sales figures will undoubted- 
ly exceed the $00,000,000 racked up 
the vear before, l'resuinablv. Sun- 
beam will continue to rely on its con- 
servative approach to produce even 
better results in the future. 



* * * 
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COMMERICAL AUDIENCE 

(Continued from page 47) 

RAB (formerly RAH) have all looked 
into the matter. 

With tv's first big boom in the early 
1950's, advertisers began to seek the 
answer to tv commercial viewing. Two 
firms — Daniel Starch & StafI and 
Gallup-Kobinson have been their 
chief sources of data. 

Starch entered the field around 1951. 
utilizing a variation of the readership 
studies it has conducted in conjunction 
with print media since the 1930V. 
Gallup-Robinson began researching 
print media in the 1940's and tv 
around 1952. 

In both cases, the techniques are 
somewhat similar. Starch surveys by 
telephone in a half-dozen large cities, 
asking viewers within an hour of the 
telecast to describe the sales points of 
commercials (with occasional spoken 
prompting by interviewers) . Usually, 
somewhere between 150 and 200 inter- 
views are completed. Calls are made 
on a random basis. 

The Gallup-Robinson technique goes 
into more detail, although it is basic- 
ally checking the same thing — viewers' 
ability to "recall" a commercial. Inter- 
views are conducted about 24 hours 
after telecast in 10 cities, as far west as 
Chicago. The normal sample is about 
200 men and 200 women viewers. The 
samples, according to G-R executives, 
are not "probability" (completely 
representative) samples. (Average G-R 
"recall" figure, incidentally, is esti- 
mated by the firm to be "around 
50%") 

In large measure, it was the wide- 
spread use in the tv industry of "recall" 
measurements that triggered NBC TV 
into making its own checkup. 

The trouble as NBC TV executives 
saw it was that admen too easily con- 
fused the findings between Starch's 
print media checkups ("recognition" 
tests in which readers are actually 
shown the complete magazine) and 
tv research ("recall" tests in which 
there was no visual prompting) . 

A little more than a year ago, 
Starch's tv director — Jack Boyle — 
unwittingly added to the problem by 
mentioning in a speech before admen 
that "41% of the viewers of the 
average nighttime network tv show see 
any given commercial within that pro- 
gram." Boyle made a quick comparison 
between this figure, based on "recall" 
studies, and magazine "noting" 



axerages of 40 r /o for color page ads. 

The controversy was quick in coming. 
(Sec "Will Starch's new tv noting 
figures upset buying strateg) ?", and 
"Beware of these misuses of Starch tv 
figures. IT) November and 30 
November, 1953 issues of sponsor.) 

Few were more outspoken in their 
criticism of these figures than Hugh 
M. Beville, Jr., NBC's Director of 
Research and Planning. Said Beville 
to sponsor at that time: 

"Starch magazine ratings employ the 
recognition technique. Every effort is 
made to re-create the circumstances 
under which the respondent looked at 
the magazine originally. For the tv 
studies, the respondent is not shown 
the program in which the commercial 
appeared, or the commercial itself. 

"The only conclusion we reach is 
that the two techniques are not at all 
identical and are similar only in that 
they are both produced by Starch." 

That, perhaps, should have been 
that. 

But the comparisons continued to be 
made, NBC TV noted — particularly by 
print media representatives, such as 
those of Curtis Publications, LOOK 
and the ANPA. And, admen continued 
to look upon "recall" figures — in which 
viewers "play back" the sales points 
of commercials" — as a good index of 
the percentage of viewers actually 
watching those tv commercials. 

Accordingly, NBC in early 1954 be- 
gan preparations for a study designed 
to measure the proportion of viewers 
who see and remember the commer- 
cials of a "typical" network tv show. 
Both "recall" and "recognition" tech- 
niques were to be used. 

Thus, NBC TV felt, it would knock 
off two birds with one research stone. 

Hon* the study teas done: Hugh 
Beville and Allen Cooper, NBC TV 
manager of Markets & Media, were in 
charge of designing, executing and 
interpreting the study. 

From the start, NBC TV decided 
that the study was going to be in two 
phases : 

Part one: The study called for a new 
approach - — a viewer "recognition" 
study of tv commercials, comparable 
to the technique used by Starch in 
checking magazine readership. With 
a target of 250 interviews (at a cost of 
some $20 apiece) , Starch researchers 
were assigned the job of house-to-house 
interviews. The method: portions of 



THE PEOPLE 
YOU'RE 
AFTER 
ARE 

PRESOLD 
ON THIS 
SALESMAN 

Cesar Romero, star of the new TV hit, 
PASSPORT TO DANGER, is definitely a 
"hot" property. Every moviegoer knows 
him, and he is starring in three new 
pictures about to be released, so you can 
see he needs no build-up to your cus- 
tomers. No wonder local and regional 
sponsors have snapped up this show! 
With Romero, you know you'll get an 
audience. Plus attention for your selling 
message . . . because he'll also do your 
commercials and go all-out for your 
product. The orders keep coming in, and 
someone else may gobble up your 
market. Contact us today, at one of the 
offices listed below. 



CESAR ROMERO, starring in . . . 




ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 
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a tv program were to be screened for 
people who said they liarl seen the 
program. These portion? were to 
include the commercials just as Starch 
print media checks are made on the 
basis of actual printed ads. Then, a 
deptli interview was to be conducted 
to probe for the reasons why viewers 
may ha\e misled any of the commer- 
cial?. 

Part two: The study would include 
a larger-than-ordinan Starch "recall" 
sime\. The usual sample, according 
to NBC T\ . is ■■approximately !.">() 
interviews." 1 To allow for broader 



analysis and greater statistical reliabil- 
ity, this goal was stepped up to 350 
interviews in the pilot study. The 
usual procedure was to he followed; 
Starch interviewers would ask viewers 
by phone to recall the sales points of 
commercials. 

Finallv, NBC TVs original plans 
called for a comparison of the two 
sets of findings. 



Picking the 



What slum* to lost?: 

light show for the video "pilot" study 
wasn t easy. Recalled NBC TV research 
man Allen Cooper: 




The Hangin' of Soddy Joe 

On the moonless night of October 3rd, 1878, a character 
known only as Soddy Joe stole a horse from a Kansas farmer. 

Four hours later, a posse caught Joe just west of Great Bend 
and hung him from this tree. 
That's swift action! 

And if you want SWIFT SALES ACTION for your product, 
turn the job over to WIBW — the radio station Kansas farmers 
listen to most.* We've been hanging up sales records for 
the past 30 years. 

•Kansas Radio Audience 1954. 



Ben Ludy. Ccn. Mgr. 

WIBW & WIBW-TV in Topcka 
KCKN in Kansas City 

Rep: Capper Publication, Inc. 




TOPEKA, 
KANSAS 



"Because of the nature of the study, 
any show we picked had to measure up 
to a special sort of yardstick. 

"We needed a show that was on fdm. 
1 hat's because we wanted to send out 
an edited-down print of the program 
to field interviewers prior to the 
telecast, so that they could get started 
on the research without any major 
delays, 

"We wanted a show that ran early 
in the evening, so that a Starch 
Immediate Recall Survey could be 
made in conjuction with it, since we 
wanted ultimately to compare 'recall' 
and 'recognition' of commercials. If 
the show w as aired too late, w e wouldn't 
have enough time left to make telephone 
calls. 

"We needed a show with a fairly 
high rating and wide appeal. This 
would make it easier for interviewers to 
locate program viewers during the 
checkup. If a rating is low, you have 
to hunt harder for viewers. 

After combing the roster of NBC 
TV shows, researchers came up with 
the answer: DeSoto's You Bet Your 
Life, starring Groucho Marx. 

That the show filled the bill on all 
counts can be judged from the fact 
that it usually pulls Nielsen ratings 
in the high 40's, is on film and appears 
early on Thursday night. 

The show also filled the bill on 
another score, too. The commercials 
were fairly "average" in terms of pro- 
duction frills. They were not, by any 
means, lavish film jobs that would 
make a bigher-than-ordinary impact 
on the subconscious of the average 
viewer of the show. 

Having its video guinea pig, NBC 




'Him KRIZ Phoenix personality — adopted 
by tribe." 
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TV's research project went into high 
gear. 

The fU'hl work: Here's how the 
stud} was made in the field : 

Recall: The standard Starch pro- 
cedure of random calls to viewers was 
used. As soon as the winter-season 
telecast of the Groucho show was off 
the air. Starch telephone quizzers in 
six cities conducted interviews with 
15G men and 201 women who claimed 
to have viewed the show. 

These cities included Baltimore, 
Cleveland, Columbus, Detroit, Phila- 
delphia and St. Paul. The sample — 
more than twice the size of the usual 
Starch checkup — was big enough, 
NBC TV felt, to give them some degree 
of reliability. 

In the "recall" portion, a total of 
954 calls were completed. Of those 
responding, a little more than 93^ 
owned tv sets. Of the tv owners, 43.2% 
claimed to have viewed all or part of 
the program. 

Recognition: Next morning, Starch 
interviewers started the house-to-house 
check of "recognition" of commercials, 
using portable movie projection equip- 
ment. 

Three Starch interviewers were used 



in each of the six major markets 
mentioned above. A total of 1.3(55 
persons were approached in order to 
complete 232 interviews — 118 with 
men and 114. with women. More than 
93 % of the sample owned tv sets; 
46.7% said they'd seen the Croucho 
show being checked. 

NBC TV and Starch tried to keep 
both samples ''as uniform as possible." 
and reasonably representative of all 
classes of tv viewers. Pre-selected 
neighborhoods (upper, middle and 
lower class) were used, mapped in 
connection with real estate firms in the 
cities surveyed. Phone calls were made, 
with the use of city directories, to the 
same areas where the "recognition" 
checks were made. 

(Incidental point: Starch inter- 
viewers found the "recognition" portion 
tough sledding in many cases. Respon- 
dents often felt that the movie pro- 
jector was part of some sort of sales 
device and refused to allow an inter- 
view. Telephone checkups, by contrast, 
were easy.) 

For the personal interviews in 
viewers' homes. Starch field crews set 
up the portable projectors and screens 
and ran ofT an edited-down print. 
Length : about seven minutes. It 



contained the main program title, and 
the first and second program com 
menials. Both commercials were 
preceded and followed b\ a chunk of 
the program, to put the commercial in 
some sort of context. 

I lie fir.-t commercial featured new 
cars. The second strewed u>ed car>. 

Following each commercial segment 
(and surrounding material!, the pro- 
jector was stopped. Interv iewers a<ked : 
''Do vou remember seeing this com- 
niereial, or an\ part of it" The answers 
were noted v erbatim. Interviewers also 
asked if the viewer had seen the whole 
show, or only part, and also asked 
questions to find out why viewers 
missed commercials or portions of the 
program. 

H7trtt the study showeil: Part of 
the highlights of the study have already 
been discussed. Others are detailed in 
this report m the charts on pages 46-47. 
The remainder of the findings actually 
fill a 20-page report from NBC TV's 
research department (available upon 
request from NBC TV's Hugh M. 
Beville, Jr., Director of Research & 
Planning. NBC. New York. 

Here are other general highlights of 
interest to tv admen: 



DO THEY WATCH WWTV? 

OVER 5000 CHILDREN FIGHT 
FOR 2700 SEATS TO SEE on person, 

RANGE RIDER and DICK WEST 

TWO OF THEIR WWTV FAVORITES! 

"The promotion of the Range Rider and Dick West for 
our client, Michigan Bakeries, Inc., was 'terrific' The 
number of children and parents who came to see these 
two personalities were beyond our most optimistic ex- 
pectations. I would like to say though that the marvelous 
cooperation which you and your staff extended to us in 
making this promotion the success it was, was also 
beyond our expectations. I have been in radio and TV 
for quite a few years and have never received more 
enthusiastic support than that which . \y ( ■ 
gave me. Again many thanks ' v 
a job well done. Cordially," webbeV aov agency 




for 



"I have had some very glowing reports of the wonderful caaperation you and your 
organization gave us in connection with the personal appearance of the Range Rider. 
May I take this occasion to thank you for 

the fine job you did. Cordially yours," "x/^r „. > president Michigan bakeries 
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Ret alt: Wurdmg to NBC TV, the 
icsull-. of the phone checkup* unaided 
or vocalh -aided recall were fairly 
I \ pical of the general run of Starch 
checkups on similar show*. The find- 
ings: 1 he average Identification Rating 
for each of the two commercials in 
the show was around (>()'/ a familiar 
"recall"' figure, since it approximates 
the average of nighttime netw ork shows 
today. Starch -a\ s. Other details: 
76.2' < of the \iewei- could recall at 
least one of the commercials; 43.6% 
recalled hoth. 

Recognition : As mentioned earlier. 



9\A c 't of the respondent* who said 
the\ had seen t lie program recognized 
at least one commercial; 67.2% recog- 
nized hoth. Average recognition for 
each commercial: about 80%. 

Since the study was designed 
to l>e similar to the Starch magazine 
readership checkups, the comparison 
between print and tv figures is reveal- 
ing. According to Starch executive Jack 
Bovle (who lias made the statement 
on several occasions), the average 
"noting" figure (those who recognize 
a print ad even if they can't identify 
the advertiser) for color page ads in 
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"KXLY-TV 'CO-OP' BUILDS 
100%,30%,23% SALES GAINS 
FOR CARNATION PRODUCTS!" 

Excerpts from letter 

"On October 21st, we started the Tele- 
market Special on Canned Friskies. Our 
sales for a three-week period almost 
doubled any other similar period in 1954. 

On October 28th we started the Tele- 
market on Special Morning Milk. Dur- 
ing a three-week period, Special 
Horning Milk sales showed an increase 
of some 30%. 

The Telemarket Special on Albers 
Flapjack Mix started November 11th. 
To date we show about a 23% increase 
in sales for the period of November 
\ 4th to 19th. " 

Sincerely yours, 
(Signed) 
PHIL G. WITHERS 
District Sales Manager 

Available at a discount when 
purchased in conjunction with 




other XL stations. 
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magazines is "around M)^ ■ 

Can the two be compared directly? 
There are many psychological and 
research factors which make the inter- 
media comparison a tricky one (infla- 
tion of responses, variances of samples, 
confusion with earlier commercials or 
ads, technique of interview, etc.]. 

Ito viewers duck commercials?: 

The depth interviews conducted as part 
of the "recognition" checkup gave 
some important clues as to the extent 
to which people are not reached by 
tv commercials. 

Viewers who said they saw the pro- 
gram material that went before and 
after the commercials, but w ho couldn't 
recognize the commercials themselves, 
were asked "what were you doing 
during the commercials?'" 

The total group of "missed"' com- 
mercials — a little less than 20% of 
the maximum potential number of 
commercials that could have been 
delivered if all the respondents had 
seen all the commercials — w as analyzed. 

This was what NBC T\ found: 

1. About 28% of the missed adver- 
tising chances were caused by a viewer 
being present at his turned-on set. but 
not paying attention to the commercial. 

2. About 7% of the "misses'' were 
due to a viewer being at his set. hut 
being distracted by someone else or 
presumably forgetting what the partic- 
ular commercial was all about. 

3. About 27% of the "mi^es" were 
caused when a \ iew er left the set to 
avoid die commercial or to take 
advantage of the "break"' in the show. 

4. About 35% of the missed com- 
mercials could he traced to the fact that 
viewers had been away from the set 
because they either started viewing the 
program after the commercial was 
presentcd, or stopped viewing before. 

Points out NBC TV: "Part of the 
'misses' arc due to 'turnover.' The 
■avoided' advertising messages only 
accounted for 10.8% of the maximum 
potential. ()nl\ six respondents in the 
sample (2.(> r f of total) avoided both 
commercial- in the show." In other 
words, tv commercials drive verv few 
\iewers awa\ from their sets. * * * 



RADIO & TV PERSONNEL 

We screen New York's vast 
source of qualified personnel; 
toke the guesswork out of hir- 
ing for stations onywhere. Tell 
us your needs, we do the rest I 




right 
of our 
fingertips 
you! 



CAREER BUILDERS Agency 

Mor/or/e Willy, Director, Radio-TV Div. 
35 West 53rd St., New York 19 • PL 7-6385 
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CEMENT DUS-TOP 

{Continued from page 50) 

an average of 14 to 26 phone-inquiries 
a day. 

This sparked the second, and hoped- 
for result: Retail outlets began to in- 
crease. Retailers who had not handled 
(Jus-Top before suddenly found con- 
sumers — -in surprising numbers — ask- 
ing for the product, and hastily 
storked up. 

Within three months, the Cement 
Dus-Top distribution picture in metro- 
politan Detroit had changed from 37 
dealers to 172 — an increase of nearly 
400%. Not only did retailers stock 
the product. They gave it generous 
counter and window-display space, 
using attention-getting display cards 
supplied by McMillan. 

The success of the Detroit radio 
radio campaign paved the way for 
establishing retail markets in Ohio, 
Illinois and Indiana during the follow- 
ing months. 

The D. A. Marks agency worked 
ivith the company in planning the ra- 
dio campaign. Pete Allen is account 
executive for McMillan. 

McMillan is still continuing the Dus- 
Top commercials on the Tom George 
Shoiv, currently running them at about 
3:00 p.m. each day. The firm is more 
interested in reaching women than 
men. since it is the housewife who 
must keep the house clean and to 
whom the tracking up of cement du^t 
from the basement might be a problem. 

Here is a sample of one typical 
commercial : 

''Mrs. Homeinaker . . . how* would 
you like to keep a cleaner house . . . 
with less w ork? Of course \ ou w ould, 
and here's how: Dus-Top your base- 
ment cement floor! You see, much of 
the dust and dirt that accumulates 
upstairs actually comes from the base- 
ment floor! Hard to believe? Just 
think a moment . . . did you ever 
scrape your shoe across a cement 
floor? Remember bow the dust came 
up. or was left there to be tracked up 
into your kitchen, dining room or 
Irving room? Well, Cement Dus-Top 
eliminates all that . . . permanently 
seals and hardens the cement and dust- 
proofs your cement floor forever! 
Cement Dus-Top is easy to apply, too. 
You just spread it on with a mop, 
squegee or hair-broom. . . . Cement 
Dus-Top is also ideal to apply before 
painting or tiling your basement floor. 
It creates a hard, more adhesive sur- 



face . . . keeps tiles from popping up 
in a month or two. So, get Cement 
Dus-Top!" 

The radio campaign has been sup- 
ported by continuing direct mail and 
personal calls on dealers. According 
to Ivuss Simpson: "The combination 
of these things helped put us across 
in Detroit. We also use throw-aways, 
point-of-sale pieces, display cards and 
anything else we can get into the deal- 
er's hands to help move the product." 

Cement Dus-Top retails at $4.39 for 
a one-gallon container. It is distributed 
by hardware and paint stoics and lum- 
ber yards. Since the radio push 
launching Cement Dus-Top on the De- 
troit market, no less than three new 
similar products have appeared, ac- 
cording to sales manager Simpson. 

Cement Dus-Top was previously 
used by industry to harden and dust- 
proof concrete floors under the name 
Demicon Cure-Hard. The McMillan 
Floor Company. Midwest industrial 
floor contractor working largely with 
concrete, came upon this material 
about five years ago, used it with 
great satisfaction on various jobs. Mc- 
Millan liked it, became distributors 
for the product in the Midwest and 
formed the McMillan Products Co. 
(Hazel Park, Mich.) to manufacture 
and distribute Demicon Cure-Hard 
and Demicon Liquid Floor Hardener. 

Later, the idea occurred to key men 
at McMillan that there was nothing on 
the market that solved the age-old 
problem of cement dust tracked from 
basements, garages, carports and the 
like. So they took Demicon, put it into 
gallon cans, changed the name to a 
more easily marketable one and start- 
ed to promote Cement Dus-Top for 
the home consumer. * * * 



SPONSOR ASKS 

(Continued from page 77) 

quite. I suspect that favorable reviews 
can help those programs which are 
broadcast outside of the high traffic 
hours — they call attention to shows 
which might not be sampled ordinarily. 
1 suspect too that favorable reviews 
might encourage those who have dared 
to experiment and are in need of 
encouragement. 

Rut are unfavorable notices cause 
for a client's concern? I think not. 
In broadcasting, the publics opinion 
prevails, regardless of the pronounce- 
ments of the critics. * * * 



FORD RADIO JINGLE 

I Continued from page II ) 

head of the popular record division of 
that outfit, he is naturally interested 
in seeing us make a deal with his top 
recording star. He is certain that such 
an arrangement means a big lift for 
the song parodied. 

At the same time, Bob Ballin will 
take up the question with Kenyon & 
Eckhardt. 

Joe Stone (Ford 
croup copy head) 

* * * 

June 22, 1954 

Jack Reeser, Detroit 
Dear Jack: 

Sorry that so far I have nothing 
definite to report. We cannot do any- 
thing on Rosemary Clooney until the 
question of her status vis-a-vis Toast 
o/ the Toivn is clarified. In the mean- 
time, we are starting work on origiinal 
tunes for her accompanying spots and 
others. I think we may be close to a 
selection for a parody, incidentally. 
We are now listening to Rosemary's 
recent recordings, trying to determine 
which will lend itself to commercial 
treatment as well as hold out promise 
of becoming a hit. I am confident we 
shall be able to report progress soon. 

Joe Stone 
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July 15, 1954 

Joe Stone. New York 
Dear Joe: 

Jack Reeser has left on a field trip. 
He will go on vacation immediately 
after. He inquired about the Clooney 
commercial. Has her status with re- 
gard to Ed Sullivan's show been set- 
tled? Would like to have some news 
for Jack when he gets back. 

W. Eldon Hazard <JWT radio- 
tv rep on Ford in Detroit) 



August 5, 1954 



Jack Reeser. Detroit 
Dear Jack: 



Hope you had a pleasant vacation. 
Looks like we may be able to con- 
vince K&E that Rosemary should 
not be kept off the Sullivan show 
for more than a month following her 
campaign for Ford. Since we are ask- 
ing her only to come along on an an- 
nouncement campaign of limited dura- 
tion, this provision should not cause 
any difficulty. 

Robert V. Ballin 
* * * 

August 6, 1954 
Robert V. Ballin, New York 
Dear Bob: 

Mitch tells me that Rosemary and 



SPECIAL PRE-PUBLICATION OFfER! 



32 TELEVISION TALKS 

transcribed from the 

BMI TV CLINICS -1954 



Combines the knowledge and 
experiences of 32 TV leaders 
in every phase of TV 
programming and production 
. . . factual, informative and 
down-to-earth talks by men 
who have been in the 
industry from the ground up. 



Published by BMI at $7 and 
made available at an industry 
service al the cast af transcribing 
and printing — $4.20 post paid. 




".'52 Telc\ i-ion Talk".*" i- an entirc-lv 
fre-h ami stimulating report of the 
ll.MI T\ Clinic ses-ion- conducted in 
New ^ ork, Chicago and l,o- \ii«iele- 
during I '>.*> I ... a new and up-to-date 
hook which follow- up "T« cnty-Tw o 
TV Talk.." pnhli-licd in IV32. 

'How to do it' 1 i- the theme of *':{2 TV 
I .ilk-."' with complete data on such 
vital topic- a-: film Inlying ami film 

I'liblication af Tflrrisimi Tnlhx" will lie limited. Order your copy today. 

Broadcast Music, inc. 

5 89 FIFTH AVENUE, NEW YORK 17, N.Y. 

NEW YORK • CHICAGO • HOttYWOOD • TORONTO • MONTREAL 



programming . . . nrics and special 
events . . . Heists in prod action . . . 
cd ucolional ami commercial program- 
ming . . . hue cost production . . . local 
programming . . . promotion anil pub- 
lic relations . . . ideas anil imagination 
. . . as well a- dozen*, of oilier essential 
elements in TV. 

In addition to the 32 talk-, the hook 
include- transcript- of the <.)l KSTIOX 
and A\S\\l<:i$ period- of the Clinics. 




Jose Ferrer are expecting the stork, 
in January. Tv appearances this fall 
or winter are out until after the baby 
arrives. Which means that the whole 
question of her guest shots on Toast 
of the Town becomes purely academic. 

Joe Stone 



August 7, 1954 

Jack Reeser, Detroit 
Dear Jack: 

Looks like the Clooney spots are 
finally coming along. Joe and Mitch 
Miller have turned up a tune, "This 
Ole House," that is back-to-back 
with "Hey There" which is now going 
well. The boys ruled out "Hey There," 
although they liked it, because they 
feel it is too slow for a commercial 
which has to make as many points as 
Ford copy must. There is, too, the 
question whether a show tune would 
be available for commercial use. 

"This Ole House," while practically 
unknown now, has exciting possibili- 
ties, Joe reports. Musically, it appears 
perfect for commercial exploitation; it 
is fast, lively and novelty in character. 
And the Rosemary Clooney rendition 
of the number is tops. Joe and Mitch 
admit that there is no way to guaran- 
tee these things, but they feel rather 
strongly that this song has hit possi- 
bilities, and that these will be achieved 
by the time our version hits the air. 

You should shortly get a sample 
parody written by Joe and Dwight 
Davis. 

Robert V. Ballin 



August 7, 1954 
Jim Luce ( JWT time buying head) . 
New York 
Dear Jim: 

Some of the Ford District Commit- 
tees have already been in touch with 
us through the field reps. A few of the 
spot budgets have even been set, but 
we are holding off requesting avail- 
abilities until the latest practical mo- 
ment. If the pace holds up, we should 
wind up with one of the heaviest spot 
campaigns in our expereince. 

Richard Malkin (Ford 
time buying supervisor) 



$60.00 INVESTMENT 
SOLD $1,500.00 in floor covering 
via ALL-NEGRO 
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Sure I want 
to fight 
Communism 

but how? 



With "TRUTH DOLLARS"-Maf 's how! 

Your "Truth Dollars" fight Communism in it's own back yard — behind the 
Iron Curtain. Give "Truth Dollars" and get in the fight! 



"Truth Dollars" send words of truth and 
hope to the 70 million freedom loving peo- 
ple behind the Iron Curtain. 

These words broadcast over Radio Free 
Europe's 29 transmitters reach Poles, 
Czechoslovakians, Hungarians, Romanians 
and Bulgarians. RFE is supported by the 
voluntary, cooperative action of millions 
of Americans engaged in this fight of good 
against evil. 

How do "Truth Dollars" fight 
Communism ? By exposing Red lies . . . 
revealing news suppressed by Moscow and 
by unmasking Communist collaborators. 
The broadcasts are by exiles in the native 



tongues of the people to whom they are 
beamed. 

Radio Free Europe is hurting Commu- 
nism in its own back yard. We know by 
Red efforts to "jam" our programs (so far 
without success). To successfully continue 
these broadcasts, even more transmitters 
are needed. 

Every dollar buys 100 words of 
truth. That's how hard "Truth Dollars" 
work. Your dollars will help 70 million 
people resist the Kremlin. Keep the truth 
turned on. Send as many "Truth Dollars" 
as you can (if possible, a dollar for 
each member of your family). The| 
need is now. 




FIGHT 
COMMUNISM 




with 

"TRUTH DOLLARS" 



Support Radio Free Europe 

Send your "Truth Dollars" to CRUSADE FOR FREEDOM c/ 0 your Postmaster 
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August 7. 1954 

Jack Reeser, Detroit 
Dear Jack: 

Good news! The deal for Rosemary 
Clooney is set. Joe Stone talked with 
her agent, Joe Shribman, today. Agree- 
ment calls for her to do one 60-second 
and one 20-second pre-announcement 
spot, and two 60-second and two 20- 
second post announcement spots. We 
will have the right to use the pre-an- 
nouncement pair for two weeks, the 
second group for a maximum of 30 
days. Price is high but in line with our 

former arrangements, running 

thousand. For Rosemary, this is a good 
deal, since our tremendous station 
lineup will be plugging "This Ole 
House." All that remains now is rou- 
tine clearance of the music rights. 

Robert V. Ballin 

* * * 

August 7, 1954 
Robert V. Ballin, New York 
Dear Bob: 

There will be a slight delay in sign- 
ing a contract for "This Ole House." 
The composer is on the road a good 
deal, according to Mitch. He is Stew- 
art Hamblen, who has the distinction 
of having run for the office of Presi- 
dent of the United States in 1952 — on 
the Prohibition Party ticket. Mitch is 
trying to locate him. In the meantime, 
we are working on the lyrics. 

Joe Stone 

* * * 

August 15, 1954 
Robert V. Ballin, New York 
Dear Bob: 

Mitch has located Hamblen, in Cal- 
ifornia, where he makes his residence. 
The deal has been made and the con- 
tract is on the way. We have the right 



to use the number for 13 weeks, in the 
one-minute and the 20-second adapt. 

Joe Stone 

*• * * 

August 29, 1954 
Miss Dorothy Gottschall (traffic 
depti , New York 
Dear Dorothy: 

RE: Ford commercials for dealer 
1955 announcement campaign. 

Mitch Miller called to say that ar- 
rangements have been made with Ra- 
dio Recorders in Hollywood for a Sep- 
tember 30th recording session. Joe 
Stone will go out for the session. Your 
department will receive a tape of the 
announcements via air express. At the 
same time, Eric Jensen (JWT spot 
producer — Ed.) and I will be record- 
ing talking spots here in New York. 
Will you please follow through with- 
out delay on mastering and pressing? 
The disk is to have one side devoted 
to the musical, the other to the talk- 
ing announcements. 

Although the car announcement will 
be officially made on November 11, 
many of the dealers will be on the air 
much earlier. Some dealers, time buy- 
ing reports, want to be on as early as 
October 25. Please bear in mind, in- 
cidentally, that we shall need a disk 
for the field rep meeting which will be 
held in New York on October 18. 

D wight Davis (radio-tv copy) 
* * * 

August 30, 1954 

Jack Reeser, Detroit 
Dear Jack: 

Here at last are the jingle "roughs." 
Please keep in mind the following: <1) 
Although we will wind up with only 
three one-minute musical announce- 
ments and three 20-second adapts, we 
are submitting many more, all but one 
based on original tunes. (2) This is 
not a professional tape. Its purpose is 



to acquaint you in a somewhat better 
lorm than conversation or written de- 
scription with what we have in mind. 
(3) Try to imagine Clooney and her 
vocal support doing these to the snap- 
py direction of Miller. (4) Dwight Da- 
vis and I are no Met stars — we prob- 
ably couldn't even get jobs as singing 
waiters. But we feel that if you can 
stand our rendition, we must have 
something. Around here, a number of 
individuals — they shall be nameless — 
have begun to put cotton in their ears. 
In any case, please select your favor- 
ites out of the group. Hope you like 
them and that your clients think them 
as effective as we hope they will be. 

Joe Stone 
» * « 

Sept. 4, 1954 

Joe Stone, New York 
Dear Joe: 

We have chosen six of the musical 
spots and are indicating the choices 
on the copy. Leaving it to your hunch 
in New York to select the final group. 
In particular, we like the Clooney 
"This Ole House" version, and think 
it is going to do a big job. You are 
right. We survived your rendition, 
which convinces us more than ever of 
the soundness of the choice. 

I like Miller's suggestion that we 
follow the original version as closely 
as possible, using exactly the same 
quartet and orchestra. Part of the 
success in the performance of the orig- 
inal is doubtless due to the unique 
combination of talent and arrange- 
ment, and we might do well to dupli- 
cate it. 

Jack Reeser 
» « * 

Sept. 13, 1954 
Robert V. Ballin, New York 
Dear Bob: 

Mitch left this morning for the 
Coast. Last night at 10 p.m., Dwight 
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Davis and I went to see him. The ses- 
sion lasted to midnight. Mitch and 
his musical secretary, Jimmy Carrol, 
listened to our tape and with them we 
selected the final three numbers, one 
of which naturally was "This Ole 
House" We discussed the arrange- 
ments. One of the tunes was changed 
from a cowboy beat to a mombo, at 
Mitch's suggestion. The announcer on 
one of the 20-second bits will get into 
the actual beat. Session ended with 
Mitch and Carrol discussing details 
of arrangements while taxiing to the 
airport. 

Mitch will take care of rounding up 
Rosemary, the Mellomen and Ted Cole 
and his musicians in Hollywood. I'll 
be out there on September 25. Every- 
thing at last is going smoothly. 

Joe Stone 

* * * 

Sept. 25, 1954 
Dwight Davis (Ford copy group), 
New York 
Dear Dwight: 

Leaving for the Coast today. Will 
be at the Beverly Hills Hotel. Hotel 
will always know where to reach me 
if you call. Am meeting Mitch Sunday. 

Joe Stone 

* * * 

Sept. 26, 1954 
Dwight Davis, JWT, New York 
(night letter) 

Saw Mitch on arrival at hotel. Mel- 
lomen unavailable for afternoon Sep- 
tember 30 recording date owing to pri- 
or commitment. Clooney will not work 
at night, when they are available. She 
is unwilling to upset normal married 
life routine. Please inform traffic there 
will be a slight delay in taping. 

Joe Stone, Beverly Hills 

* * * 

Sept. 26, 1954 
Dwight Davis, JWT, New York 
(telegram) 

There will be a further delay in re- 
cording. Rosemary left today for Cin- 
cinnati. Her grandmother ill. Agent 
says she will not return to Hollywood 
till October 6. Mitch is going to New 
York September 30. He will be back 
October 7. 

* * * 

Joe Stone 
Joe Stone, Beverly Hills 
(airmail special) 
Dear Mr. Stone: 

Our station list has passed the 1,500 
mark. If we are to get the transcrip- 
tions out in time for October 25 date, 
we should have the tape here at least 
10 days in advance, to allow for nor- 
mal processing and shipping. This 
would mean by Oct. 15 at the latest. 

Dorothy Gottschall 
(traffic dept.) 
« * » 

Oct. 6, 1954. 
Dwight Davis, JWT, New York 
(telegram^ 

Clooney is back. Please tell traffic 
we shall have recording date lined up 
by end of day. 

Joe Stone 



Oct. 6, 1954 
Dwight Davis, New York 
• airmail special) 
Dear Dwight: 

Forget what I said about an early 
recording date. Shortly after I wired 
you, Rosemary's agent, Joe Shribman 
called to tell me that she is not feel- 
ing well. Her doctor says she must 
stay in bed until October 12 at the 
earliest. We will do our best to get 
that tape to Dot Gottschall in time for 
the October 18 meeting in New York. 
If her department can suggest quick- 
er-than-normai operation, I'll be hap- 
py to do what I can at this end. 

Joe Stone 



Oct. 7. 1954 
Joe Stone, Beverly Hills, Calif. 
< telegram) 

Pressing company states that it must 
have tape by October 9 to get job out 
in time. Also field rep meeting ad- 
vanced to October 14. 

Dorothy Gottschall 

* # # 

Oct. 7, 1954 
Dorothy Gottschall, JWT 
( telegram) 

Propose we do master, pressings and 
mailing here. Possible to do whole 
job in three days under special deal 
Please wire opinion. 

Joe Stone 



NOW 



NORWICH 

CONNECTICUT 




TO GIVE SOUTHEAST CONNECTICUT 
AND WESTERN RHODE ISLAND ITS 



BIGGEST , 
AREA SIGNAL 



1310 
KC. 



i 



REP: GRANT WEBB. 270 PARK AVE. N.Y. MU. 8-4254 
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buy 

LAMP 




Yes, 1 buy covers 3 markets, when 
you focus that one buy on WJAC- 
TV, Johnstown! Get complete 
coverage of the Johnstown area — 
and "snap-up" Pittsburgh and 
Altoona, too! Latest Hoopers 
show WJAC-TV: 

FIRST in lohnstown 

<a 2-station market) 

SECOND in Pittsburgh 

'a 3-station ma.ket! 

FIRST in Altoona 

la 2-station market) 

Stay on the bright :ide of the TV 
picture with 1 buy that covers 3 . . . 




A\k your KATZ man for full details! 



Oct. 7, 1954 

Joe Stone, Beverly Hills 
'telegram) 

Shipment too large for remote con- 
trol operation. We prefer to handle 
problem directly. Please furnish us 
with tape as originally planned. WOR 
here will do master and pressings un- 
der our supervision. 

Dorothy Gottschall 

* * * 

Oct. 8, 1954 
Joe Stone, Beverly Hills 
i telegram ) 

Apologize waking you this morning 
7:30 a.m. Now another hitch. Net- 
work clearance claims possible simi- 
larity between our arrangement of 
Spot A and a ncn-public domain song. 
You are requested to make appropri- 
ate tune change. 

SlGRID PEDERSON, LEGAL DEPT., JWT 

* * * 

Oct. 8, 1954 
Miss Sigrid Pederson, legal dept. 
JWT, New York (telegram) 

Don't apologize. Can't sleep anyway. 
Discussed legal request with Miller this 
morning. Change has been made. Just 
in time. We record part of the job 
without Clooney today. 

Joe Stone 

* * * 

Oct. 8, 1954 
Dwight Davis, N. Y. (airmail special) 
Dear Dwight: 

We completed part of the job today. 
It was great to finally "get off the 
ground." We decided to go ahead even 
if Rosemary was not yet available be- 
cause we did not wish to risk having 
the rest of the bunch elsewhere when 
we were in a position to record her. 
Furthermore, Mitch assured me that 
it was possible to do a "tracking" job 
that would create a perfect illusion. 
This afternoon we recorded the or- 
chestra, male singers and announcer 
Bob Wilson. 

This kind of recording presents 
tough problems of timing, musical 
punctuation, etc., which require the 
utmost care. Everything has to be per- 
fect, for, once it is on tape, the musi- 
cal accompaniment to Rosemary's song 
becomes inflexible — so it just has to be 
right. It was a pleasure to see how 
smoothly the job went. As Mitch ex- 
plains it, the secret of successful 
"tracking" is meticulous planning, 
knowing in advance precisely what 
you are after. Today's experience 
shows how right that view is. 

Everything is now set for Tuesday, 
when Rosemary will at last be able to 
record. From now on it looks like 
clear sailing. 

Joe Stone 

* * * 

Oct. 11, 1954 
Dwight Davis, JWT (telegram) 

Doctor says Rosemary cannot work 
tomorrow. Please tell traffic to expect 
tape day later than understood. 

Joe Stone 



Oct. 11, 1954 
Dwight Davis, JWT (telegram) 

Disregard earlier telegram. Milton 
Lewis at Paramount Pictures may pull 
strings and get a portable sound stu- 
dio to driveway of Rosemary's house. 
Hope now to record as scheduled. 

Joe Stone 

* * * 

Oct. 11, 1954 
Dwight Davis, JWT (telegram) 

Arrangements off again. Doctor 
won't let Rosemary record even in 
portable studio. Doesn't want her on 
her feet. 

Joe Stone 

* * * 

Oct. 11, 1954 

Dwight Davis 
Dear Dwight: 

Could you please tell me the status 
of the recording of the Rosemary Cloo- 
ney commercials? 

Dorothy Gottschall 

* * * 

Oct. 11. 1954 
Miss Dorothy Gottschall 
Dear Dot: 

RE: the recording of the Ford com- 
mercials. Oh brother! 

Dwight Davis 

* * * 

Dwight Davis, JWT (telegram) 

Victory at last. Doctor agrees to let 
Rosemary record if she sits in wheel 
chair throughout. Recording set for to- 
morrow morning at studio. 

Joe Stone 

* * * 

Oct. 12, 1954 
Joe Stone, Beverly Hills (telegram) 

Dwight Davis recording talking spots 
today at WOR. Detroit called him. 
Requested you change Clooney com- 
mercial. In phrase "Trigger Torque 
new power" change "power" to per- 
formance. 

Ray Karras (radio-tv copy, 

J. Walter Thompson) 

* * * 

Oct. 12, 1954 
Joe Stone, Beverly Hills (telegram) 

You are asked to disregard request 
to change copy. Dwight called Detroit. 
Pointed out that "performance" has 
three syllables, 'power" one, that im- 
possible to change copy at this stage 
when recording session is practically 
on. Told Detroit copy "has gone to 
press." Detroit accepted position. Lyr- 
ic okay as is. 

Ray Karras (JWT) 

* * * 

Oct. 12, 1954 
Dwight Davis, JWT (telegram) 

Thanks for clearing up "power" 
problem. Gong to studio to record. 
It should be all over today. 

Joe Stone 

* * * 

Oct. 12, 1954 
Dwight Davis, JWT (telegram) 

Recording accomplished. Rosemary 
wonderful. Toll you all about on re- 
turn. Marie two tapes. Sending one 
ahead air express. Flying second to 
New York myself. First to arrive goes 
to mastering. Please inform traffic. 

Joe Stone 
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Oct. 13, 1954 
W. Eldon Hazard, Detroit 
Dear Hap: 

Joe arrived from the Coast today 
looking a bit worn, but victoriously 
brandishing his roll of tape. He beat 
the air express tape. I am informed 
that all hands are working on the an- 
nouncement job now. Traffic is sure it 
will get the pressings out to the sta- 
tions in time (there are now over 1,700 
on the shipping list) and promises an 
acetate for the October 14 meeting 
here in New York. So you can inform 
Jack that he will have a complete set 
of musical and talking spots to play 
at the meeting. We'll be very much 
interested in hearing the views of the 
aeaicrs on this. After all that has been 
involved, and the not inconsiderable 
cost, we'd like to know that the Cloo- 
ney spots have hit the dealers as we 
hoped they would. 

Robert V. Ballin 

* * * 

Oct. 13, 1954 
Robert V. Ballin, New York 
Dear Bob: 

Now that I can sit back and draw a 
deep breath — the tape is finally out of 
my hands, and, as you know, in the 
efficient hands of our traffic depart- 
ment — I'd like to tell you a little about 
the recording session in Hollywood. 
You will recall that we had recorded 
everything but Rosemary's voice in ad- 
vance. We arrived at the studio with 
our tape, anxiously awaiting Rose- 
mary. She came in on time, accom- 
panied by Joe Shribman and a hand- 
some horse-sized Dalmatian dog whom 
she calls Baby. A playful character 
who wears a big jingling choker col- 
lar, Baby at first appeared a threat to 
a smooth performance. He turned out 
to be very well behaved, however, and 
caused us no trouble. His real name, 
incidentally, is Cuddles. 

Rosemary was outstanding. A great 
trouper. She drew up in her wheel 
chair, which Mitch rented locally for 
six bucks, and started to rehearse. A 
mix was to be made of her vocal and 
the music which we had recorded ear- 
lier. But it wasn't long before she 
found she couldn't sing while sitting. 
So, despite protests, she insisted on 
standing up for the session. Well, as 
I said before, she's wonderful. Went 
through the job with no hitches. We 
were out of the studio 45 minutes af- 
ter we had entered! 

So far as I can tell, the tape is per- 
fect. And we get the added value of 
the voice "presence" that Mitch says 
is one of the things you try for in 
"tracking." 

Now that it's all over, I hope it does 
the job we all thought it would. 

Joe Stone 

* * * 

Oct. 20, 1954 
Joe Stone and Dwight Davis, N. Y, 
Dear Joe and Dwight: 

Thought you might be interested in 
the following letter sent to Jack Reeser 
by the Kansas Ford District Commit- 



tee, for whom he played the announce- 
ments a few days ago. "In our opinion 
the most exciting part of the campaign 
is Rosemary Clooney singing 'This Ole 
House.' We consider it the best musi- 
cal commercial we have ever had and 
the finest to appear to date in the 
automobile field." 

W. Eldon Hazard 



49TH & MADISON 

(Continued from page 14 I 

ARF REPORT 

Enjoyed reading article on ARF re- 
port in your November 29 issue. How- 
ever there is one inaccuracy which \ 
am sure you will wish to correct. On 
page? 114 and 115 you have compared 
the ARF figures of multi-set homes 
(including automobile radios) with 
Nielsen figure of multi-set homes (ex- 
cluding automobile radios). Page 94 
of ARF report shows 45.3^ of radio 
homes have more than one radio set 
in working order (not including auto- 
mobile sets). This 45.3% is the figure 
which compares with Nielsen's 45 % . 
If you include automobile radio sets 
you should compare \RF s figure of 
66.2% (on page 19 of their report) 
with a Nielsen figure of 68.1^. which 
is the percentage of Nielsen's national 
sample represented by homes with 
more than one radio set. when auto- 
mobile radios are included. I think 
you will agree that this correlation is 
noteworthy and is one more evidence 
of the quality of the Nielsen sample. 

Jimmy James 
Vice President 
A. C. Nielsen, Co. 




WANTS FOLLOW-UP ARTICLE 

I have read, with particular interest, 
the December 13th SPONSOR feature 
article, "What buyers want in ratlio-tv 
trade ads." 

This feature confirmed many opin- 
ions 1 have had. and gave me other 
enlightening views. 

While timebuyers reactions to trade 
ads and mailing pieces may be similar, 
I'd like to learn through a future article 
in this series just what material the 
timebuver wants in his files. My 
specific questions are: What percent- 
age of direct mail hits the waste ha>kct? 
Is it discarded because of shape or 
size that will not fit a standard filing 
cabinet? 

Gum OKI-: F. Fh avskth 
Manager 

KM II I, Broadcasting Company 
Marshall, Minn. 



WTHI-TV Channel 10 
is the ONLY station 
with complete coverage 
of the Greater 

Wabash Valley 

• One of the Midwest's 
most prosperous indus- 
trial and agricultural 
markets 

• $714,500,000 Retail 
Sales in year '53-'54 

• Blanketed ONLY by 
WTHl-TV's 316,000 
watt signal 

» 227,000 Homes 

(147,000 TV homesi 



118,000 

UNDU PLICATED 
WTH1-CBS 
TV HOMES! 



WTHI-TV 

CHANNEL 10 
TERRE HAUTE, IND. 

316,000 Watts 



Represented nationally 
by; 

The Boiling Co. 
/Veto York a Chicago 
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I Continued from page 43 I 

at first measure spot television. The 
report, which would he done quarterh 
covering a week of activity, would con- 
sist of: (1) a chronological report, 
like a log. of when spot commercials 
were aired during the week; (2) a 
categorv report, in which the activity 
would he summarized In product cate- 
gories, and (3) a '"Commercial Ex- 
posure Index" in which the total num- 
her of seconds of >pot activity and the 
average rating of the total would be 
listed by client name. This, said Hoop- 
er v .p. Bruce McEw en. would giv e an 
index of "the weight of spot activity." 
\ similar «pot radio report niav fol- 
low later, target date: April, 1955. 
• Pulse: A Pulse official told sponsor 
that this research organization intends 
doing "more work in the spot field in 
1955." This is likelv to lake the form 
of special monitoring jobs (in which a 
station is air-checked for a whole week 
to spot new. unusual or competitive 
spot commercials) or special question- 
ing during regular roster rating peri- 
ods. These "riders" on the regular 
Pulse ratings are likely to concern au- 
dience "likes and dislikes" of spot 



( oiimier«ials and to check up on the 
audiences ability to "recall" copy 
points in spot broadcasting. 

What's going to happen in the mean- 
time? 

SPO.nsok discussed the fact-gathering 
headache of spot radio with a number 
of leading timebuyers. Most of them 
indicated that they would just con- 
tinue to get their spot radio informa- 
tion the hard way until a better way 
could be found. "We're constantly be- 
ing asked to round up competitive in- 
formation on spot radio for our clients, 
particularly if a client is about to 
launch a spot drive of his own, ' said 
a lady timebuyer at J. Walter Thomp- 
son. "I'd like to slop playing .Mata 
Hari around the radio reps, but it 
doesn't seem likelv that 1 will for quite 
awhile." 

Thus until am or all of the spot 
radio plans mentioned above can get 
off the ground, agencies and clients 
are likely to continue lo expend thou- 
sands of man-hours of checking and 
sleuthing. 

When a timebuyer sets out to find 
what the competition is buying in spot 
radio, the routine is fairly well estab- 
lished. From the agency viewpoint, the 
principal sources of competitive spot 
radio data are: station reps, leading 
radio stations, monitoring services, 
field representatives of the agency or 
client and various public advertising 
sources like the trade press or trade 
associations. 

If the heat is realb on the timebuy- 
er, he or she niav have to cheek all of 
these sources. 

In most cases, the chase centers on 
finding out what markets the competi- 
tion is using and how much the com- 
; petitors are spending. 

The simplest form of rounding up 
such data is Usually a phone call from 
the timebuyer to the rep. "1 can never 
tell if a timebuyer is going to place 
an order or if he wants to know who 
just did,'" the sales manager of a major 
rep firm said. 

"I get at least three or four calls a 
das which wind up in an attempt to 
pump me for information. ' said an- 
other, adding. "The biggest head- 
ache? When one of these buyers 
places an order, he is usuallv the first 
to swear me to ^eerecv . 

Do reps f p olT aiienc'es when lhc\ re 
quizzed? I he answer is a mixture of 
\ c« a ncl no. 

"1 might tell a small agenev to go fly 
a kite." the salesman for a Madison 



Avenue rep firm stated, "but would I 
tell a P&G or a Colgate agency to do 
the same? 1 would not." In short, the 
bigger the agency or client the easier 
it is to come up with spot radio infor- 
mation about competitors. If an agen- 
cy is handling the spot radio billings 
of one of the advertising giants, reps 
— although they seldom admit it are 
not above taking the initiative and 
calling buyers to pass on a tip. This is 
particularly true if the tipped-off cli- 
ent s usual reaction is to step up spot 
radio to meet the competition. 

\\ hen reps balk — and a few do — at 
banding out competitive information, 
veteran timebu\ers have other meth- 
ods. Sometimes the) may check a few 
of the nation's ke\ radio stations on the 
long-distance phone, seeking a rough 
idea of the opposition's buying pat- 
tern. Or. they may phone a long-time 
friend at a rival agency. 

(One resourceful spot buyer even 
made friends with a firm that handles 
the shipment of spot tv films and ra- 
dio transcriptions. Knowing the num- 
ber of "platters" or film announce- 
ments mailed out. and the destination, 
and the day by which they were sup- 
posed to arrive, the buyer for a long 
time kept close tabs on the spot ac- 
tivities of a number of baffled com- 
petitors. One suspicious client, how- 
ever, caught on and plugged the leak.) 

If clients want very detailed spot 
radio information, on a market-by- 
market basis, there are other — if time- 
consuming — methods. The general 
favorite is the station questionnaire. 

These log-like questionnaires — in 
which stations are supposed to list the 
type of activity, duration of campaign 
and day slots used by spot radio cli- 



JUST RELEASED! 




11,000 TV or Radio illustrated quiz questions 
. . . Historical. Geographical, Sports, Humorous, 
etc., on 16 mm strip film. Answers keyed on 
film. This wealth of material is a quick-show- 
builder, and is a must in everyone's library! 

$15.00 (or hundred questions (your own proper- 
ty, exclusive in your area I. Special price for 
complete package of 11,000. 

Write, phone or wire: 

K-G PRODUCTIONS 
3337 Lindcll Blvd., 

FRanklin 1-3620 ST. LOUIS 8, MO. 



500,000 Latin Americans 
in L A County 

TELL 'EM-SELL 'EM 

in Spanish 

Use am KWKW fm 

*8 tap Latin personalities 

* 80 Haurs Spanish Language 
programs each week 

'Music, News, Sports, Special 
Events 

in Spanish 
For big results at a low cost 

TELL 'EM SELL 'EM 

in Spanish 

am KWKW fm 

Posadcna-Los Angeles 

New York: Richard O'Cannell, Inc. 
San Francisco: Broadcast Time Sales 
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ents — are usuall) sent out quarterly in 
batches of nearly 1,000. 

Lever Brothers is probabh the only 
major client who presently handles the 
mailing and processing of these station 
questional res within its own shop. The 
soap firm, in fact, has employed as 
many as six staffers just to handle this 
chore. 

A former Lever staffer, now an ex- 
ecutive of a major New York ad 
agency, described the big soap firm's 
i]HUthing tactics in this fashion: 

"Lever has been querying radio sta- 
tions each quarter for nearh five years. 
Tv stations were once also queried, but 
liii- has largel) been dropped since 
Tirarly all the spot tv information re- 
quired can be found in the Rorabaugh 
Heport. 

"It is a big job. As many as 800 
questionnaires will be sent to a cross- 
section list of radio stations in all 
jjjirl> of the country. The question- 
naires have divisions in which stations 
am. asked to list the spot radio activ- 
ilv of all the major brands of soaps, 
detergents, toiletries, beauty products 
and food that compete nationally or 
regionally with I^ever products. 

'"Stations and reps gripe like bell 
about filling them out. But, when I 
was with Lever, we used to get be- 
tween 50% and 60% return from our 
mailings. 

"The results are often punched up 
on IBM machines so that special data 
t;ould be sorted out. You know — 
breakdowns of the competition by day 
and night segments, in station breaks, 
i spot announcements and programs. 
We even evolved a weighting formula 
to determine the estimated dollar ex- 
penditures of competitors in spot radio. 

"In a few cases, special monitoring 
jobs were ordered to check directly on 
tlie copy techniques used by com- 
petitors in launching new products or 
in setting up test campaigns. This can 
run into real money. In fact, I believe 
i it would cost about $1,200 a year just 
Ui monitor spot radio in the New 
\ ork market." 

Although Lever Brothers is the only 
major client that does its own cheek- 
i in<* on spot radio broadcasting, a num- 
ber of big agencies use similar mail 
surveys to check on the activities of 
competitors. 

These agencies include: Compton 
(clearing house for P&C spot radio 
dWl, BB1XX J. Walter Thompson, 
I Ted Bates, William Esty. Y&R, Cun- 
ningham & Walsh and SSCB. For the 



most part, the) conduct their checkups 
to gather information on the spot radio 
activity in the soap and detergent, 
cigarette, food and automotive fields. 

This questionnaire technique is cur- 
rently being used by N. C. Rorabaugh 
to gather information on spot tv from 
more than 250 television outlets, and 
forms the basis for his Rorabaugh Re- 
ports. The same technique, using a 
panel of some 600 or 700 radio out- 
lets, is planned by researcher Jim 
Boerst in his collaboration with Rora- 
baugh on the Spot Radio Register. 

Why would broadcasters, who hate 
to fill out questionnaires, he willing in 
most cases to do so for a private data- 
gathering service? Ibis is how Boerst 
put it to sponsok: 

"Each quarter of the year reps and 
leading radio stations get anywhere up 
to a dozen questionnaires from Lever 
Brothers and the big agencies. It takes 
hours of work to fill them out. Most 
station men and reps I've talked to say 
they'd far rather fill out just one form 
than a small mountain of them." 

The Boerst-Rorabangh proposals 
aren't new. As far back as 1934, the 
then-owner of Publisher s Information 
Bureau. Anne Edged), started a svs- 



teni wherein stations reported their 
spot radio activity direct!) to her. But 
she never got much more than 20' ) 
of the nation's radio stations lined up 
for the plan, and dropped it in 10."V>. 
\t that time. \. C. Rorabaugh -tarted 
a radio report in which the informa- 
tion came from data supplied bv agen- 
cies. But this. too. never provided ad- 
men with a complete picture; too main 
big clients wanted the information on 
competitors all right, but were reluc- 
tant to part with their own. Rora- 
baugh sold his spot radio service to 
Boerst in 1052. Miss Edgerlv tried 
again in 1950 with a variation of her 
original plan, but the system never 
got off the drawing boards. In 1918. 
Rorabaugh started his present spot tv 
report; it's been a success principal!) 
because it managed to grow along 
with tv instead of having to tackle the 
problem of surveying stations after 
most were established. 

Boerst and Rorabaugh feel the 
chances for success of their proposed 
station-reported Spot Radio Register 
are good today for two reasons: 

1. Agencies and broadcasters alike 
say they are tired of the necessity for 
cloak-and-dagger tactics in spot radio, 




1/KOW Country. 

Bigger than St. Louis! 



The 50 county market covered by Wis- 
consin's most powerful radio station is 
bigger than St. Louis in retail sales,, 
more than twice as big as Milwaukee. 
Like these metropolitan areas, wKOW 
COUNTRY is a group of shopping cen- 
ters. Unlike them, however, the land 
between one rich wKOW COUNTRY 
shopping area and the next produces 
valuable farm products and an aver- 
age annual family income of $6,921 
for the producers. Madison, the capital 
of wKOW COUNTRY, with over 
105,000 population, has an average 
spendable income per household of 
$S,067. Von can sell it all at bargain 
rates on WKOW at one-fifth the once 
you pay for St. Louis, one-half the 
price for Milwaukee; 
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and would welcome an end to the 
problem. 

2. The Rorabangh tv report lias 
shown that station -reported data is 
practical and limc-sav ing. TV station* 
are not inundated 1>\ the same batches 
of agencv questionnaires sent to radio 
outlets. 

But questionnaires do not solve an- 
other problem which sometimes plagues 
agencies and advertisers in -pot radio: 
(jualitativ e data. This is a field in 
which the denthing takes on all the 
elements of a "C-2" hunt for a big 
spy ring and in which main of the 
tools of counter-espionage are used. 

Principally, the job ib- one of moni- 
toring radio outlets (and tv outlets, 
too) to hunt for new and unusual spot 
commercials the way a I .S. radar sta- 
tion sweeps the skies on the watch for 
unidentified aircraft. 

Some agencies like ^&R, McCann- 
Eriekson, and Donahue and Coe, to 
name just three do a lot of their own 
monitoring jobs, hiring people to lis- 
ten or v iaw for hours or to tape-record 
sound portions of commercials. 

Rut a number of independent firms 
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COMPLETE BROADCASTING 
INSTITUTION IN 



/\f< hmoticl 
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First Stations of Virginia 

WTVR BUir TV Inc. 

WMBG The B °» !n 9 Co. 



have facilities to monitor stations on a 
special order ba^is- : 

Radio Reports. Inc.: This 18-year- 
old New 'iork firm conducts two kinds 
of monitoring in the radio-tv field. The 
first of these is similar to what is done 
bv press "clipping services'' that is. 
Radio Reports monitors up to 17,000 
radio and tv programs per month, 
checking for publicity mentions of 
products and personalities, special "sa- 
lute" shows, and the like. At the same 
time, through its Spot Monitoring Di- 
vision, Radio Reports also monitors 
local-level spot commercials and net- 
work cut-ins in 300 radio and 50 tv 
markets in 11 states. For the most 
part, these spot reports are checkups on 
how commercials were handled, what 
the adjacencies were, and what errors 
may have been made. I suallv. handi- 
capped people are employed to do this 
radio and tv spot monitoring. "Shut- 
ins are the most attentive radio and 
tv audiences," explains Si \athanson, 
a Radio Reports v. p. In several kev 
areas (such as New England, New 
^ ork. Philadelphia, Detroit, Chicago, 
Los Angeles and San Francisco 1 ) Ra- 
dio Reports has branch offices equipped 
to make transcripts of special spot ra- 
dio and tv commercials, such as might 
be used in a test campaign. Spot 
monitoring charges: 45c and up for a 
one-minnte radio spot announcement: 
•SI. 05 and up for tv. including a sim- 
ple "log" report. Full radio tran- 
scripts, available in cities mentioned 
above, cost 7c per typed line, mini- 
mum $7.00. Tv transcripts are 9c a 
line, minimum $9.00. Photograph) 
serv ice I pictures made from the tv pic- 
ture tube! are available in New York. 

Broadcast Advertising Reports: This 
firm, headed by Phil Edwards, is un- 
der option currently by A. C. Nielsen, 
as mentioned earlier. It has been in 
existence for about two years, and has 
been supply ing agencies and stations 
with regular reports of spot (and local- 
level > radio-tv advertising in four ma- 
jor markets: New \ ork. Chicago. Phil- 
adelphia and Washington. R \R in- 
formation is obtained by tape record- 
ing the schedules of leading stations in 
each market for a full week, usually 
on a quarterly basis. The service is 
expensive one agency man said that 
BAR coverage for spot radio in a ma- 
jor market would cost as much as 
8100 for a full week of taping. The 
tapes are then gone over bv research- 
ers who w rite a special report. * * * 



TV RATES 

(Continued jrorn page 38) 

scale. Each dot shows the 20-second 
rate per circulation of a station, though 
in some cases the dot stands for more 
than one station. About 150 mature tv 
stations were used." 

Dorrell pointed out that if rales 
varied exactly w ith circulation — that is. 
if (he cost-per-1 .000 sets in each sta- 
tion's area was the same all of the 
dots would lie in a straight line. The 
fact that they do not. he said, proves 
that circulation vs. rate varies from 
market to market. 

''However/' Dorrell continued, "it 
will ]>e noted that these points do tend 
to cluster around a line drawn through 
the point?. The curved line on the 
chart has been drawn by sight and is 
not necessarily mathematically exact. 
Hut it does show 'some' relationship 
between rates and circulation." 

Dorrell warned against assuming 
that a station is a "good" or "bad" 
buy because it lies above or below the 
line and pointed out. "There may be 
good reason for this tremendous vari- 
ance in circulation vs. rate. The rea- 
sons may be audience as determined 
bv ratings, competition, market size." 

From talks with other authorities on 
the question of station rates, SPONSOR 
found agreement on this point: The 
biggest single factor in explaining the 
variance in cost-per-1. 000 circulation 
is station audience as indicated by rat- 
ing services. This, then, is obviously 
bar-ie: no station rate can be too far 
away from reflecting the station's audi- 
ence. Rut this is not to say that there 
is an exact relationship between sta- 
tion rates and station audience. As the 
problem was explained by one network 




'It's as easy as listening to 
KRIZ Phoenix." 
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resea n il e xec u t i ve : 

"One reason you can t pin down the 
relationship between audience ami rates 
is that there is no agreement on which 
rating service is correct. You'd have to 
have all the broadcasters and all the 
advertisers agree on one standard 
rating sen ice and 1 don't have to tell 
j ou that it'll be a cold da\ in July 
when that happens." 

Some of the authorities made the 
point that there is also disagreement 
in defining the broad area of a station's 
circulation, let alone audience. The dis- 
agreements (1) start with engineering 
estimates of how far out the station's 
signal goes. (2) continue with dis- 
agreements on how strong the signal 
should be in a given area or home to 
be considered adequate reception and 
1 3) end up with disagreements of the 
degree to which one station's signal 
overlaps another's. The disagreements 
on overlap are particularly applicable 
in setting up network rates (since 
advertisers don't want to be charged 
twice for the same home) but also 
affect spot rates. 

Another factor in the relationship 
between rates and circulation or rates 
and delivered audience is the size of 
the market. It is commonly under- 
stood that costs-per-1 .000 in a large 
market are usually less than in a 
small market. 

This is shown clearly in the IJorrell 
chart. Taking costs-per-1. 000 potential 
circulation from the line drawn through 
the dots, here's what shows up (these 
are not actual station rates, but rough 
theoretical "averages") : For 200,000 
circulation, a 20-second announcement 
cost about $100 or 50c- per- 1,000. For 
500,000 circulation, the figure i? about 
3.5c. For 2.000,000, the cost is less 
than 22c. 

The extent to which demand and 
supply affects spot rates is hard to pin 
down since there are no universally- 
accepted standards for station rates 
and, hence, no wav of saying flatly 
that a station's rates are wav out of 
line. But agency as well as station 
people left no doubt that there are 
plenty of occasions where rates are 
hiked because of the long lines of 
advertisers seeking availabilities. The 
tone of reactions was not the same in 
all cases, however. 

Said an important media man at one 
of the top air agencies: "One of the 
nation's big stations recently raised 
its spot rates although there was no 
evidence that circulation or viewers 



were appreciably up. The station just 
figured that if so many advertisers were 
Irving to get on, the station must have 
something extra. \t least, that's what 
they said and who can say they're 
wrong f 

A network executive had this to say 
about the economics of supply and 
demand : 

"1 don't think that stations a-^k 
themselves: 'What will the traffic bear?,' 
and then set their rates accordinglv. 
^1 et, in the last analysis, all prices in 
a free economy are determined by what 
the traffic will bear. Stations have to 
compete with other stations and tv 
has to compete with other media. If 
their prices are too high, why adver- 
tisers will stop buying and prices will 
come down. If advertisers keep on buv- 
ing, wh), then they must lie getting 
their money's worth." 

Said an agency research executive: 
"I think some of the stations are getting 
out of line in jacking up their rates. 
There's no justification for some of 
the new spot rates. The audiences 
don't justify the increases." 

To some on the advertiser's side of 
the fence, the lack of a standard in 
determining rates is inevitable and, 
possibly, desirable. Here's how one 
respected timebuver, a veteran of two 
decades in the business, put it: 

"There was never any standard in 
radio and there won't be one in tv. 
Not even if the NARTB ever gets its 
tv set count going on a regular basis. 
Circulation and program audience are 
important, but the> are not the only 
factors in determining rates. Take two 
television stations in markets that 
are comparable except for the fact that 
the per capita buv ing power in one 
market is much higher than another. 
You shouldn't expect the station in the 
richer market to charge the same rate 
as the station in the poorer market. 
Equal-sized markets differ in other 
ways, too. Sometimes a market is 
much more important than its popu- 
lation indicates because it is an 
important wholesale or distributing 
center. 

"Then there's that indefinable thing 
called station character or personality . 
You can't always define it exactly in 
terms of dollars but it's there and it s 
worth money." 

One reason for complaints about 
rates — the lack of station competition 
in important markets — is gradually 
disappearing. Not only are the big 
single-station markets going out but 



the rapid growth in post-freeze video 
outlets is increasing overlapping ami, 
hence, competition. There are expecta- 
tions that some stations" network rait* 
mav drop in 1955. These decrease* 
nia\ average onI\ S25 to *50 per Na- 
tion but when that's multiplied b\ a 
few dozen stations and then multiplied 
b\ 52 weeks, the savings add up. And 
il is possible that spot rates may be 
affec ted as well. * * * 



RADIO-TV NETWORK 

[Continued from page 39) 

common. Admiral (which sponsors 
Bishop Sheen on DTN), Coca-Cola 
(which sponsors Eddie Fisher on XBC 
TV) and Chesterfield ( which sponsors 
Ferry Como on CBS TV I all have the 
taped versions of their tv shows on 
Mutual. Firestone Hour and Breakfast 
Club are simulcast on ABC as is God- 
fiev on CBS. 

Mutual gives this example of its 
non-tv coverage: The net has a total 
of 2.487,000 (average) radio listeners 
to its Queen for a Day (sponsored on 
both am and tv by Old Gold cigarettes) . 
Of the radio listeners, 69.2% (1,721,- 
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Transmitter: Los Angeles, California 
Executive Offices: Santa Monica, California 

National Representatives: 
fofjoe & Co. New York, Chicago, 
Dallas, San Francisco 
Dora-Clayton Atlanta, Georgia 

GEORGE A. BARON, G«n'l Mgr. 
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BIGgest TOWER 



Wmosf POWtR 



n the Heart of America 



KMBC-TV, the BIG TOP 

station, dominates the Kansas 
City market as no other station 
can' Using full 316,000-watt 
power and t, 079-foot tower, 
Channel 9 covers thousands of 
additional TV homes. For cov- 
erage details and choice avail- 
abilities, see your Free & Peters 
Colonel 

X ot e : full-poxcer, 

tall-toirer operation 

from Sept., i95.} 



FREE rf PETERS, IXC. 
National Representatives 



Batlc CBS-TV affiliate 




4* 



f 



KMBC Building, 11th & Central Sts 
Kansas City, Missouri 



KMBC-TV 

The BIG TOP Station 
in the Heart of America 

KM1C — ftadib, Kantai C\ty f Jtti»»ourl 
KFRM — Rod is far th« State «f Konsfl* 




WSJV-TV 

GOES UP IN 
POWER 

NOW MORE THAN EVER 
YOU GET COMPLETE 
COVERAGE 
in the 

SOUTH BEND - 
ELKHART MARKET 

For availabilities and rates see your 

H-R TELEVISION MAN 

WSJV-TV 

ELKHART, INDIANA 

John F. Dille, Jr. President 
John J. Kecnan, Commercial Manager 



000 people ) do not liave a t\ -et. 
Converely, only 30.8<^ — or 766,000— 
do own tv sets. This is based on its 
recent J. A. Ward Survey. 

\ number of admen contacted by 
si'onsok -aid that in order to fill in 
the imn-tv areas, it would be more 
efficient to use spot radio. And Joseph 
J. Weed, president of Weed TV Corp. 
and founder of W eed & Co.. station 
representatives, said the areas not 
reached by the network Iv show might 
be covered via spot tv. "Mv first sug- 
gestion, based on the fact that it s 
basically a tv campaign, is that the 
advertiser first explore the possibility 
of using local tv stations not identified 
with the original network campaign in 
am available area. 

"After chocking tv spot availabilities, 
the logical thought is to carry the 
message into nou-tv markets via spot 
radio. Via spot radio exact avail- 
abilities can be checked by a station 
representative firm and an advan- 
tageous selection made. 

"Network radio, while reaching some 
non-tv areas, would also mean over- 
lapping in the many combined radio-tv 
markets. The use of spot tv and/or 
radio would be the more practical 
means of reaching the pin-pointed 
areas not contacted via the original 
tv network station lineup." 

******** 

*»\Ve will continue to need (in hoth 
radio and television) aggressive and 
intelligent salesmanship. It might not 
he too early to suggest, in view of recent 
development*, that Mich salesmanship 
should be positive in nature. Our prod- 
uct, whether radio or television, is a 
good product — and one need not berate 
lhe other in order to prosper." 

HAROLD E. FELLOWS 
President 
iSAIiTB 

******** 

Another thought was advanced by 
Noel A. Kh\s, vice president & eastern 
sales manager of the Keystone Broad- 
casting System. "Populations ise. the 
Keystone Network with 790 affiliates 
covers practically all areas not ade- 
quately served by television. Them* 
stations, apart from being beyond these 
nierchiindiseable tv areas, also reach 
small town and rural America where 
radio still is dominant. Furthermore, 
the majority of KBS stations operate 
on the local level ami are bevond the 
dependable coverage of metropolitan 
stations." Hhvs aNo pointed to the 
(lexibilitv of KBS to fit in with the 
particular coverage pattern:* of adver- 
tisers. * * * 



SMALL TV CLIENTS 

(Continued from page 39) 

It is low program costs which keep 
the participations at an economical 
level and fairly competitive on a cost- 
per- 1,000 basis with other network 
offerings. Half of the six shows peg 
program prices at the $400-to-$600 
level per participation. In all cases, 
the bulk of the price per minute com- 
mercial is for time charges. Time and 
talent charges for all six range from 
$1,800 to *7,400 per minute. The 
lower-cost minutes are for regional 
netw orks. 

Cost-per-1,000 homes figures range 
fiom about S3 to $5. Even the top 
cost-pei -1 .000 is lower than the aver- 
age of any type of evening half-hour 
network show, acording to Nielsen 
figures. In comparing participations 
with half-hour evening shows on a 
ba^is of cost-per-1.000 homes reached 
per commercial minute, the half-hour 
show figures come down substantially, 
of course. Hut even here the partici- 
pations are considered competitive. 

Network tv participations certainly 
do not exhaust the available uses of 
video for the small advertiser. There 
is also spot, which is widely used by 
all sorts of advertisers. Its flexibility 
enables the small advertiser to fit it to 
his budget more easily than network. 

The following figures, assembled by 
BBDO. show August 1954. spot time 
costs for both Class "A" and "C" time. 
The figures are for both the top 40 
and GO markets and give the totals of 
one-time rates for the highest-priced 
station in each market: 

For 40 markets (potential: 80^ of 
all tv homes) — daytime minutes, $3.- 
946; daytime l.D.'s. $1,873: nighttime 
chainbreaks, $9,660: nighttime l.D.'s, 
$4,725. 

For 60 markets (potential: 90' < of 
all tv homes) daytime minutes. $5.- 
091; daytime 1. 1 Vs. $2,143: night- 
time chaiubreaks, $12,120; nighttime 
l.D.'s. $5,935. 

With these figures as a base it's ap- 
parent the small adv crtiscr can build a 
spot tv campaign on budgets of vary- 
ing amounts. In 10 markets at a five 
a week frequency for 13 weeks, for 
example, an advertiser could use day- 
time minutes at little over $200,000 
(figuring in the discounts) . * * * 
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RADIO IMPACT 

(Continued from page 39) 

familiarity, intimacy 

• The gra\ itation of products which 
profit most from visual demonstration 
low aid tv — leaving on radio largely 
products which can he sold well via ear 
o The changing motivations of the 
consumer over the past years, neces- 
sitating a basic change in copy 
approach 

• Some loss of "advertising-suscept- 
ible" people from the radio audience 
— largely those who were the first to 
rush out and buy tv — leaving a larger 
number of those who were alwa\s hard 
to sell. 

People have a reservoir of good w ill 
toward radio because of the age and 
iihl familiarity of the medium, accord- 
ing to findings of the Institute for 
Research in Mass Motivations. It is 
common, states Dr. Ernest Dichtcr. 
president of the Institute, for people to 
develop a relationship with their local 
rudio station almost as with a familj 
doctor. And, as with the doctor, they 
ate generally quite willing to accept 
[jdvice from it. In a study that the 
Institute recently made for a radio 
network station (which was the oldest 
in its area and had built a good local 
following by using an easy-going, 
relaxed approach), it found that 73% 
of the people interviewed would take 
bujing advice from a local station 
which they knew well. This particular 
station had been getting an excellent 
response to its commercials, says 
Diehter, far better than another net- 
work station in the community which 
had built a more glamorous, formal, 
big-city aura. 

Radio could heighten its commercial 
tdfecttveness, says Dichtcr, if it would 
sharpen up its understanding of 
changes in consumer motivations over 
the past years. For example, today 
[he consumer knows more, is more 
sophisticated, wants better tilings but 
tilings made expressly for him, wants 
to have more fun and to enjoy the 
£uod things of life sooner. 

In its testing of radio commercials, 
Hchwcrin Research has also come up 
with some interesting findings (sj'Oiv- 
jNOft, 20 September 1954). Commercials 
tested recently, for instance, were on 
the average more effective than those 
in 1947-48 in achieving remembrance, 
belief, says Schwerin. This, the organ- 
ization believes, may be due partly to 
the gravitation to tv of those products 
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which needed t\ the most I for demon- 
stration purposes) — which '"automatic 
screening process" has tended to make 
the average effectiveness of those com- 
mercials remaining on radio higher. 

However, it is possible to sell a 
"visual" product effectiveh via radio 
provided the cop\ paints an effective 
"car picture," according to Allan 
Orcenberg, Research Department Man- 
ager. Grey Advertising. He points to 
a bra manufacturer client of the 
agency for whom they have been 
running commercials on both radio 
and tv (Exquisite Form). Radio, says 
Creenberg, has been as proportionately 
effective for this item as tv. So long as 
the copy and other elements that go 
into the commercial are designed 
exclusively for the auditory medium — 
not partly for video, part for audio — 
you have a good chance for high 
impact, he feels. 

Greenberg advances the theory that 
it may be harder to sell via radio today 
not because of tv. but because of a 
particularly hard-to-sell audience. It 
may well be, his theory runs, that the 
most susceptible people, advertising- 
wise, were the first to acquire tv sets 
and be influenced by tv's razzle-dazzle 
and commercials. Those most exposed 
to radio's commercials today are largely 



"To be a successful advertiser: make 
a quality product; strive to maintain and 
improve the quality; price it at its true 
mine; make it readily available; adver- 
tise trnthfnlly and in good taste; adver- 
tise to the right people; reach the great- 
est number of people consistently. . .'* 

M. A. MATTES 
Manager of Advertising 
Standard Oil of Cul. 



those who are tougher to sell, he 
ventures, but they were not tougher to 
sell than before t\ r came on the scene. 

The biggest motivator of attention 
to a commercial in any medium is 
natural interest, says Charles Ramsey. 
"A person who is in the market for 
a new car, for instance, will be acutely 
aware of and listen to anything and 
everything on the subject of new cars 
for the duration of his interest (which 
generally lasts until he has actually 
purchased the car) ', says Ramsey. 
"But if he does not have any interest 
in a product or a service, a person 
mentally tunes out even the best- 
written commercial. So your radio 
impact partly depends on how receptive 
people are to \our product at the time 
thev hear a our commercial. * * * 



IN THE LAND OF 

A 

MILK AND3*ONEY 




lOO.Ooo A p / V 



INTERCONNECTED CBS, ABC, 
DUMONT, 55 COUNTIES 
Haydn R. Evans, G. Mgr. WEED-TV 



TOP TWO... 

CBS IN COLUMBUS, GA. 

WRBL RADIO 

5-KW 

(NCS 1952 — 10-100%) 

Population 418,600 

I". 15. Income (000) §319,137 
Ketail Sales (000) §257,776 

WRBL-TV 

channel 4 

(I'uNe Area Survey Nov. '51) 

Population 737.910 

E. H. Income (000) 8785,909 
Heluil Sales (000) $112, 308 

Source 51/ May W54 
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COL UMBOS, GEO W&M 



CALL -HOLL/NG-BETZy 



If Your Market is 

MINNEAPOLIS 
ST. PAUL 

NOW 
IS THE 
TIME 



fo see your 





television representative 

...about choice availabil- 
ities on KEYD-TV 

...you can buy maximum 
power at minimum cost 
on the Upper Midwest's 
new Channel 9 station 

. . . ask your H-R man 
about KEYD-TV's "in- 
centive" rates 

316,000 WATTS 








ViiH'4'iif It. Itliss is the newly elected president 
of Earle Ludgin & Co., Chicago. Earle Ludgin 
himself ivcis erected to the new j>ost of board 
chairman. John II. W'ilimanh is the new executive 
lire president and general creative director. An- 
other new v. p. -the first woman to hold such a 
]>ost at Ludgin is Jane IhiJy, radio-in director. 
Bliss joined the agency in 1932 as a vice president. 
In 1916 he was elected executive vice president. 
Ludgin has headed the agency since he founded 
it in 1927, will continue in active role. 



sl«fof j»ft J . Toif/o is another newly-elected agency 
president: he became president of Lennen & 
Newell, Inc., \ew York, succeeding the late Her- 
man Wilson Xewell, who died late last month. 
Thomas C. Butcher was elected executive vice ]>resi- 
dent of the agency. Toigo has been executive vice 
president and general manager oj L&N since its 
formation in 1952. Toigo's working career began 
when he was only 14; after a full day of school he 
worked as a mule driver 12 hours daily. He has 
a Ph.D. in English. 



.Ili'f rifl«» It. Itisst'tl. III. vice president and 
director oj marketing for the Bissell Carpet 
Sweeper Co., made news when his company which 
has used almost no radio and little tv in its his- 
tory signed for a \2-month schedule on ,\ DC TV, 
buying about four participations weekly on Home 
and Today. Reason for tv, says Bissell: "Personal 
demonstrations in selling never have been replaced, 
and with tv . . . we'll be able to make more than 
233-/« illiori personal demonstrations of need for a 
carpet sweeper in 1955." Agency: A. If . Aycr. 



ft«if|»li It. Ihftchkiss, the man who created the 
familiar "Look Sharp'' and "How Are Ya Fixed 
for Blades" animated tv jingles for Gillette, is 
joining Compton Advertising, Inc., as a vice j)resi- 
dent on 15 February, llott hkiss, who has been 
v.p, and account executive at Maxon, Inc.. Detroit, 
since 1915, has created more than 300 tv commer- 
cials \et before W ortd War II he s]>ent 17 years 
in IT all Street as a fmandal writer and editor. 
At Compton he'll work on an unnamed special 
assignment, reporting to R. D. Holbrook, president. 
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0fflc**i Studio*, Trent <nlH*r 

FOSHAY TOWER 

*»pr«t«nf«rf Nationally by H-ft TELEVISION, INC. 



THINKING? 



INDIANA 




1 



This it WAVE-TVs coverage 
area, bated on engineering 
studies and mail response. 



KENTUCKY 




If you're thinking about a way to reach 
the biggest TV AUDIENCE in Kentucky 

and Southern Indiana — 
ASK YOUR REGIONAL DISTRIBUTORS ! 

Pick up the phone right now— talk with your distributor 

in Louisville 

—then in Evansville (101 air miles) 
—then in Lexington (78 air miles) 

Ask them all this_ question, "What Louisville TV station do 

your neighbors prefer?" 

Spend the few bucks now— save many on your results! 



WAVE-TV 



CHANNEL 



3 



LOUISVILLE 



FIRST IN KENTUCKY 

Affiliated with NBC, ABC, DUPAONT 



I N IJCl SPOT SALE S 

National Representatives 
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Spot radio's cloak-and-dagger 

\\ lien a (iiiielni) t-r is asked t«> gel 
facts on -pot radio activity of com- 
pelitors. he's forced to become a cloak- 
and-dagger operative. Alone among 
major advertising media, spot radio 
lias no complete source of figures on 
client campaigns, spending. So the 
Inner holds whispered conversations 
with pals at other agencies, puts the 
bee on reps for the tip-off on what his 
competition is doing. 

\ number of important companies, 
dirocll) or through their agencies, sur- 
vey stations periodical!) for a break- 
down on activity of their competitors. 
The cost is great in manhours. incon- 
venience. \iid sponsor believes the 
co-t i- great, too. in billings lost to 
spot radio. 

If a full list of clients and expendi- 
tures could be made available, more 
business for the medium would follow. 

There have been a number of efforts 
to solve this spot radio problem with 
the latest being a project of Jim lioerst 
and Duke Rorabaiigh (see article this 
issue, page 42). Jim is the publisher 



ol "'Spot Radio Report, a partial list- 
ing of spot radio activity which in- 
cludes accounts of 60 cooperating 
agencies. Duke Rorabaugh is well 
known as the publisher of the "Spot 
I v Report, whit -I] is based on reports 
from 250 cooperating tv station.-. 

While the Horabaiigh tv report is 
icgarded as a -olid eross-seeliun of 
spot tv activitv. Roersl'.- "Radio Re- 
port " omits mail) major spenders; be- 
cause their agencies do not furnish 
information. The new combined ef- 
fort of Roerst and Rorabaiigh w ill seek 
to gel spot radio information directly 
from a cross-section of 00(1-700 radio 
stations. If successful, its hoped the 
Roerst-Rorabaugh project would elim- 
inate the need for independent survev- 
ing of stations by client- and agencies. 

SPONSOH believes the best interests 
of advertiser.-, agencies and the spot 
radio medium will be served if stations 
cooperate in making spot figures avail- 
able — whether through the Boerst- 
Rorabaugh project or other means. 

* » * 

Horace Lohnes 

The unlimeh passing of Horace L. 
Lohnes, senior active partner in the 
Washington law firm of Dow, Lohnes. 
& Albertson, brings to a close one of 
the most active and constructive ca- 
reers in the history of radio and tele- 
vision broadcasting. 

Some knew him as the genial host of 
I lie annual Federal Communications 
Wocialion picnics. Some 700 indus- 
lr\ notables attended the outings at 
his estate not many weeks ago. 

Some knew him as the creator and 
prime mover of Vitapix Corp.. designed 
to help television stations get high- 
grade film fare. Some knew him as an 



indelatigable woiker for improvements 
and forward thinking in station, net- 
work, representative. FCC problems. 

Few adverti-crs and agencies fully 
understood the importance of Horace 
Lohnes on the commercial broadcast- 
ing scene. Rut his influence affected 
the aii' media in man) \\a\-. 

* * * 

Union irresponsibility? 

At six a. m. on the morning of Tnes- 
riav 14 December, supervising engi- 
neers coming to work at KP1X. San 
Francisco, discovered that the station 
hud been sabotaged. 

The station was off the air for 13 
hours, during which time it was dis- 
covered that hundreds of fusts were re- 
moved and dummy fuses inserted, 
equipment wa- hidden, tubes removed. 

On its own motion the FCC. alert 
to its duty to the public, has instituted 
an inquin . 

What particularly interests sponsor 
is the fact that union negotiations be- 
tween representatives of NARFl (C10) 
and the KIMX management had been 
underway for several weeks. Failing 
to agree on contract terms, the differ- 
ences had been submitted to the l T . S. 
Mediation and Council Service with a 
meeting to be held on 15 December. 
Rut two davs earlier the station was 
off the air. 

Beside the obvious interest of the 
public, sponsor- were injured. Such 
irresponsible actions cannot be coun- 
tenanced. If investigation bv FCC 
-hows that members of the union com- 
mitted these flagrant acts of sabotage, 
station managers as well as advertis- 
ers and agencies should insist on assur- 
ance- from responsible union officials 
that overv precaution will be taken to 
prevent occurrences of this nature. 



Applause 



Tulsa's radio successes 

I he Associated Tulsa Broadcasters 
an- starling the new \ear with a big 
pu-h for radio. 

In a cooperative campaign radio sta- 
tions of Tuba. KVOO. KTI L K0MI-", 
KI'MJ. KRMC. K \KC. are pointing 
out to national buyers via trade paper 
ids and reprints how good a sales- 
man radio is for local advertisers. 



I he campaign is based on local suc- 
cess stories of interest to national bnv- 
ers of radio advertising. Each station 
is supphing its national representa- 
tive with full information on the suc- 
cess stories shown in the trade paper 
ads and. additional!), main more. 

Guslav K. Brandlxirg. \ssislant 
General Manager of K\ ()() and origi- 
nator of the new campaign, writes: "1 
hope our example will start like cam- 



paigns among other radio groups 
around the country. After all. nation- 
al advertising is onlv local advertis- 
ing wholesale!" 

Certainly, radio is big. persuasive, 
imaginative, and exciting. Advertisers 
will be hearing more about radio and 
its abilitv to -ell during 1955 than 
ever before. The Tuba campaign is 
the \ew 'War's harbinger of things to 
come. 



SPONSOR 




KARK pulls 18 "firsts" among 24 morning quarter hours — 
3 times as many as all other Little Rock stations combined! 
— as reported by the March 1954 PULSE Area Study 



• Your sales pitch, no matter how persuading, can't convince 
(anybody who doesn't hear it. So why blow your budget 

on bigger signals that reach more dead sets? The station 
!that pulls the biggest bonafide audience in the Little Rock 
'market, the station actually listened to most, is KARK. The 

proof of the pulling is in the rating. And PULSE rates KARK 



tops — morning, afternoon and evening — 66 quarter hour 
"firsts" out of 72. 

Why such popularity? For one thing, KARK is a habit— and 
a good one— with Little Rock listeners. Dials have been fixed 
on 920 since 1948. Furthermore KARK programming includes 
the best of NBC. 



It's program popularity and proved listenership like this, rather than power alone, that attracts customers 
for you ... or to put it another way, it's not the reach— it's the PULL ! 

Advertise where people listen most, where the cost is low— on KARK I 




ARKANSAS' 
PREFERRED 
STATION 



SEE YOUR 
PETRY 
MAN TODAY 




kark 

920 KILOCYCLES 5000 WATTS 
LITTLE ROCK, ARKANSAS 
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